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All the 


BIG 


USERS 
of 


Woodworking 
Equipment... 


Wastage of 
display 


material 


Sir,—Scrutineer says (October 
12) that advertising men should 
cut display waste by cultivating 
retailers. 

In these days of complicated 
sales promotion and marketing 
problems responsibility is fre- 
quently divided, making “retailer 
cultivation” the job of the sales 
manager or sales promotion 
manager (sometimes the market- 
ing manager) and rarely the ad- 
vertising manager. 

This statement by Scrutineer 
raises once more the question of 
“responsibilities” and the great 
lack, in these days of advertising 
and marketing enlightenment, of 
proper liaison between depart- 
mental heads. 

Wastage is sometimes caused 
by lazy retailers too tired or too 


THIS WEEK 
How the new Restrictive Practices 
Act affects resale price main- 
tenance.—Page 20. 
NEXT WEEK 
Sunday Press Survey 


disinterested to change their 
windows frequently enough to 
consume the display material sent 
them. It is also sometimes due 
to lack of market research on 
retailer requirements and some- 
times advertising agency ignor- 
ance on retail selling problems. 

I can’t agree with Scrutineer 
that the ad man is to blame. 
Much more is it the responsibility 
of the sales managers for not 
learning more of this side of their 
sales promotion effort from their 
representatives, their market re- 
search and marketing managers. 
Well-trained representatives can 
do a lot towards enthusing the 
retailers about the show material. 

-A few leading showcard and 
point: “of-sale display producers 


VABLISHITED 


DEPOTS 


MARKSMAN 


ii 


To The Editor. . 


have tried with and without the 
help of agents to advise buyers 
of point-of-sale material. They 
have tried to set up departments 
to collate useful information and 
to advise on these problems. Too 
many buyers are interested only 
in getting the cheapest possible 
unit price. This can only detract 
from design, quality of produc- 
tion and many other important 
factors. 

While retailers are arguing 
amongst themselves as to what 
they want to do the manufacturer 
cannot be blamed for getting on 
with the job of selling the goods 
by advertising. 

Lastly, whilst there is visible 
wastage of show material the 
wastage of press advertising is not 
measurable. We are inclined to 
be blinded by impressive circu- 
lation and readership figures, but 
the number of people who read 
the advertisements can no more 
guaranteed than the number 

«pe who see a showcard in 

op window. 
E, FrReeMANn-KEev 
Weybridge, Surrey. 


Culture and 


commercials 


Sir,—H. Cooper (October 12) 
in his article on sponsored tele- 
vision puts the view of the adver- 
tiser, but has seemingly over- 
looked the limitation which the 
present system sometimes causes 
the viewer 

If he watched the version of 
the play “The Seagull,” televised 
recently, he would have seen the 
disadvantages a little more 
clearly. 

It must have been evident to 
the meanest intelligence that a 
play of this quality and poig- 
nancy was hardly likely to be 
improved by interpolated selling 
messages. 

And yet, apparently, pro- 
gramme planning is so inflexible 
that Chekhov was forced to com- 
pete with incongruous commer- 
cials, the best of which were 
bound to seem crude and vulgar 
in this context. 

Whether sponsorship would 
avoid this sort of pitfall is a moot 
point. 

But it is often forgotten that 
cultural programmes with a very 


Kenton, Middx. 


Big coverage 
with small 


appropriation 


Sir,—You reported (November 
9) that the amount of money 
spent on the Savings Campaign 
recently carried out in Ireland 
totalled £80,290. This figure is 
incorrect, and should have read 
£8,290. 

Considering the tremendous 
coverage gained for this small 
appropriation, the campaign is a 


magnificent example of the 
wholehearted co-operation be- 
tween mewspapers, poster dis- 


tributors, radio, cinema, national 
advertisers and advertising agents 
—all of whom contributed in no 
small manner towards its success. 

The Irish Association of 
Advertising Agencies, and all 
other advertising agencies in the 
country, formed a Savings Adver- 


tising Advisory Committee, 
which operated without any 
remuneration whatsoever. in 


helping and planning a National 
Savings Campaign. 

The advertising industry in Ire- 
land for some years past has 
operated an Advertising Advisory 
Council to advise on the best 
methods by which Government 
departments should handle adver- 
tising of national importance. 

Peter M. Owens, 

Honorary secretary. 

Savings Advertising Committee, 
Dublin 

(Our Dublin correspondent was 
obviously very impressed by this 
campaign.—EpiTor.) 


No competition 


Sir,—My complaint against the 
Federation of Master Process 
Engravers’ price increase (Letters, 
November 16) is not so much 
that the Federation has caused 
smaller-sized blocks to be 1in- 
creased in cost by 20 per cent but 
that it has prevented price com- 
petition between blockmakers. 

The Federation’s secretary may 
be perfectly right—that the pre- 
vious method of charging for 
what he refers to as “small” 
blocks has led to blockmakers 
incurring a loss on this class of 
work—but how can the block- 
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It’s retailers 
who clinch 
the sales 


Sir,—Week after week I hear 
accounts of the schemes being 
produced by the various agencies 
in order that a manufacturer's 
products may be “sold” to the 
public—grandiose schemes in- 
volving every conceivable gim- 
mick and costing grandiose 
amounts of money. 

I read of large spaces being 
booked in the nationals, Sundays, 
and national weeklies, etc., but 
no mention is made of the little 
man that really sells the product 
—the retailer. 

Large spaces in the national 
press tell masses of people what 
the product is, why it is so much 
better than any other, and how 
much it is. Smaller spaces in the 
provincial press say the same 
thing, missing out the most im- 
portant message—where to get it. 

If attention, interest and desire 
is created by a national cam- 
paign, then action, the most im- 
portant effect, must be supplied 
by the local paper. In this, the 
readers must told where they 
can get it. 

I suggest, therefore, that a lot 
more attention is paid to inform- 
ing local stockists of the dates a 
product is to be advertised in 
their area, with the suggestion 
that they take a small space 
underneath the advertisement, an- 
nouncing themselves as stockists. 

Following this up, the agency 
handling the account could send 
to the local papers, along with 
their space order, a list of the 
stockists, so that they can be can- 
vassed direct, 
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TO BRADFORD PROSPERITY! 


If you want to convince yourself of 
Bradford’s buying power, look at the 


““wool returns "’ of the Conditioning 
House—an accepted guide to Bradford's 
prosperity. Poundage for 1955 topped 
the 100 million mark—a record figure 
and an increase of 14% over the last 


two years ! 


Although wool and Bradford go to- 
gether like a horse and carriage, 
engineering, vehicle manufacture, build- 
ing and the distributive trades help to 
preserve the city’s industrial balance. 


Bradford’s men and women are 


NOVEMBER 23, 


Miepia 


MAN’S 
GUIDE 


earning more than ever and their wants 
have increased with their wages. A 
of £40,000,000 per 


annum proves this. 


retail turnover 


Into almost every Bradford home of 
an evening goes the Telegraph & Argus. 
It goes home many miles north and 
west of Bradford too, into all the hard- 
working towns and villages around, 
from which people come in to Bradford 
for their shopping. In this area, busier 
folk have more to spend than anywhere 


else in the Kingdom. 


Celegraph « Argus 


(Evening 126,108 A.B.C.) 


HALL INGS, BRADFORD. 
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Cecil D. Notley, of Notley Adver- 
tising Litd., proposes the toast to 
“The New Members” at the dinner 
which followed the Institute of Prac- 
titioners in Advertising’s One-Day 
Conference for New Members last 
Friday. On the left is Hubert 
Oughton. (Report and more pic- 
tures, page 6.) 


PWP to help 
Hungarian 
Relief Fund 


The Lord Mayor of London has 
accepted the offer of assistance 
from the Institute of Practi- 
tioners in Advertising in the 
press and public relations 
arrangements for the National 
Hungarian and Central Euro- 
pean Relief Fund. 

At the request of the Institute, 
F. C. Pritchard, Wood & Part- 
ners Ltd., are acting as public 
relations advisors to the Fund. 

The IPA will give “general guid- 
ance.” 

Similar assistance was given 
when the 1953 Flood and Tem- 
pest Assistance Fund was 
launched. 

PWP have released T. H. Tra- 
verse-Healy, director of PR, 
Dennis Lyons, editor, PWP 
press room, and John Plowman 
and Myrtle Hadley, press 
officers, to assist the Fund. 

They are now setting up an emer- 
gency press office at the Man- 
sion House (MANsion House 
2500). 

Hulton _ profits for Fund-— 
page 7 


PRESS, TV CHIEFS HAVE SECOND THOUGHTS 


Cancellation clause is waived 


for oil ads 


CONCESSIONS AFTER MEETINGS WITH IPA 


| geome owners, both national newspaper and television, 
have had second thoughts about their determination to 
use cancellation clauses to prevent the big oil and petrol com- 
panies from withdrawing their advertising following the cuts in 


supplies. 

As a result of meetings be- 
tween the Institute of Practi- 
tioners in Advertising and the 
Newspaper Proprietors’ Associa- 
tion, and the Institute and the 
television programme contractors, 
and following on representations 
by the Incorporated Society of 
British Advertisers, important 
concessions have been agreed 
both by the national press and 
the programme contractors. 

Last week the petrol advertisers 
were strongly critical of the 
media men’s first reaction to their 
efforts to issue stop-notices on 
petrol advertising, following the 
Government's decision to cut 
petrol supplies by 10 per cent. 

The media men were insisting 
that the normal cancellation 
clauses—28 days for the national 
press and eight weeks for TV-— 
could not be waived. 

NPA secretary, Bernard Alton, 
said this week that, until Sunday, 
14 days’ notice of cancellation is 
being accepted instead of the con- 
tractual 28 days. 

Individual provincial 


news- 


papers are reported to have been 
extremely co-operative from the 
Start. 

The TV contractors’ spokesmen 
this week said: 

ABC Television Ltd.: “Because 
of the nature and seriousness of 
the crisis as revealed during the 
course of the last week, we are 
reducing the period of cancella- 
tion for the petrol companies 
from eight weeks to two, with 
effect from November 19 (last 
Monday). 

“This concession will be in 
force until the end of this year. 
From January 1 the eight weeks’ 
period - will apply to these com- 
panies.” 

Associated TeleVision Ltd.'s 
decision is the same as ABC TV's. 

Granada TV Network, Ltd.: 
“We are agreeing to postpone any 
petrol or oil spots as from Dec- 
ember 1 for a period of 12 
months.” 

Associated - Rediffusion Ltd.: 
“We agree to a suspension of 
petrol and oil advertising with 

@ Continued overleaf 
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VOLUNTARY PLAN 
FOR NEWSPRINT 


‘Rationing by 
pages ends’ 


It is understood that at a 
meeting of 35 users of news- 
print it was decided that for 
a period of at least six months 
from December 9 newsprint 
rationing should continue, but on 
a voluntary basis. Arrange- 
ments are now being made to 
carry this into effect. 

It was recommended that for 
an experimental period of 12 
months from December 9, ration- 
ing by page should be withdrawn. 
Smaller users of newsprint, who 
are dependent on the home mills, 
will continue to get their fuli 
requirements. 

Final decisions are dependent 
upon the outcome of negotiations 
with the Board of Trade. 


PUBLIC SERVICE 


is the OFFICIAL JOURNAL of LOCAL GOVERNMENT OFFICERS 
Complete Municipal coverage of |1/4d. per thousand 


1956 Circulation : Over 260,000 copies a month— 
more than double the circulation of any other Municipal Journal 


Advertisement Managers : Reginald Harris Publications Ltd., 3 Stanhope Row, Mayfair, W.1 
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TO BRADFORD PROSPERITY! 


If you want to convince yourself of 
Bradford’s buying power, look at the 


““wool returns "’ of the Conditioning 
House—an accepted guide to Bradford’s 
prosperity. Poundage for 1955 topped 
the 100 million mark—a record figure 
and an increase of 14% over the last 


two years ! 


Although wool and Bradford go to- 
gether like a horse and carriage, 
engineering, vehicle manufacture, build- 
ing and the distributive trades help to 
preserve the city’s industrial balance. 


Bradford’s men and women are 
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earning more than ever and their wants 
have increased with their wages. A 
retail turnover of £40,000,000 per 


annum proves this. 


Into almost every Bradford home of 
an evening goes the Telegraph & Argus. 
It goes home many miles north and 
west of Bradford too, into all the hard- 
working towns and villages around, 
from which people come in to Bradford 
for their shopping. In this area, busier 
folk have more to spend than anywhere 


else in the Kingdom. 


Celegraph « Argus 


(Evening 126,108 A.B.C.) 
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Cecil D. Notley, of Notley Adver- 
tising Ltd., proposes the toast to 
“The New Members” at the dinner 
which followed the Institute of Prac- 
titioners in Advertising’s One-Day 
Conference for New Members last 
Friday. On the left is Hubert 
Oughton. (Report and more pic- 
tures, page had 


PWP to help 
Hungarian 
Relief Fund 


The Lord Mayor of London has 
accepted the offer of assistance 
from the Institute of Practi- 
tioners in Advertising in the 
press and public relations 
arrangements for the National 
Hungarian and Central Euro- 
pean Relief Fund. 

At the request of the Institute, 
F. C. Pritchard, Wood & Part- 
ners Ltd., are acting as public 
relations advisors to the Fund. 

The IPA will give “general guid- 
ance.” 

Similar assistance was given 
when the 1953 Flood and Tem- 
pest Assistance Fund was 
launched. 

PWP. have released T. H. Tra- 
verse-Healy, director of PR, 
Dennis Lyons, editor, PWP 
press room, and John Plowman 
and Myrtle Hadley, press 
officers, to assist the Fund. 

They are now setting up an emer- 
gency press office at the Man- 
sion House (MANsion House 
2500). 

Hulton book profits for Fund— 
page 71. 


PRESS, TV CHIEFS HAVE SECOND THOUGHTS 


Cancellation clause is waived 


for oil ads 


CONCESSIONS AFTER MEETINGS WITH IPA 


MEDIA owners, both national newspaper and television, 

have had second thoughts about their determination to 
use cancellation clauses to prevent the big oil and petrol com- 
panies from withdrawing their advertising following the cuts in 


supplies. 

As a result of meetings be- 
tween the Institute of Practi- 
tioners in Advertising and the 
Newspaper Proprietors’ Associa- 
tion, and the Institute and the 
television programme contractors, 
and following on representations 
by the Incorporated Society of 
British Advertisers, important 
concessions have been agreed 
both by the national press and 
the programme contractors. 

Last week the petrol advertisers 
were strongly critical of the 
media men’s first reaction to their 
efforts to issue stop-notices on 
petrol advertising, following the 
Government’s decision to cut 
petrol supplies by 10 per cent. 

The media men were insisting 
that the normal cancellation 
clauses—28 days for the national 
press and eight weeks for TV— 
could not be waived. 

NPA secretary, Bernard Alton. 
said this week that, until Sunday, 
14 days’ notice of cancellation is 
being accepted instead of the con- 
tractual 28 days. 

Individual provincial 


news- 


papers are reported to have been 
extremely co-operative from the 
Start. 

The TV contractors’ spokesmen 
this week said: 

ABC Television Ltd.: “Because 
of the nature and seriousness of 
the crisis as revealed during the 
course of the last week, we are 
reducing the period of cancella- 
tion for the petrol companies 
from eight weeks to two, with 
effect from November 19 (last 
Monday). 

“This concession will be in 
force until the end of this year. 
From January 1 the eight weeks’ 
period will apply to these com- 
panies.” 

Associated TeleVision Ltd.'s 
decision is the same as ABC TV's. 

Granada TV Network, Ltd.: 
“We are agrecing to postpone any 
petrol or oil spots as from Dec- 
ember 1 for a period of 12 
months.” 

Associated - Rediffusion Ltd: 
“We agree to a suspension of 
petrol and oil advertising with 
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VOLUNTARY PLAN 
FOR NEWSPRINT 


‘Rationing by 
pages ends’ 


print it was decided that for 
a period of at least six months 
from December 9 newsprint 
rationing should continue, but on 
a voluntary Arrange- 
ments are now being made to 
carry this into effect. 

It was recommended that for 
an experimental period of 12 
months from December 9, ration- 
ing by page should be withdrawn. 
Smaller users of newsprint, who 
are dependent on the home mills, 
will continue to get their fuli 
requirements. 

Final decisions are dependent 
upon the outcome of negotiations 
with the Board of Trade. 


PUBLIC SERVICE 


is the OFFICIAL JOURNAL of LOCAL GOVERNMENT OFFICERS 
Complete Municipal coverage of I1/4d. per thousand 


1956 Circulation : Over 260,000 copies a month— 
more than double the circulation of any other Municipal Journal 


Advertisement Managers : Reginald Harris Publications Ltd., 3 Stanhope Row, Mayfair, W.! 
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PACKAGING LOOKS TO THE FUTURE 


Two-day convention will examine 
trends in food distribution 


What edible goods will the public be buying in the next few 


Coras lompair Erieann (Transport 
Company of Ireland) has issued 
three photo-litho posters for the 
1956-57 seasons. This “Ireland 
Welcomes You" poster was printed 
in six colours by Dollard, of Dublin, 
while posters depicting a diesel train 
in. a scenic setting and a touring 
coach at Ross Castle, Killarney, 
were both produced in eight colours 
by Browne and Nolan Ltd., Dublin. 


@ Continued from page 3 
Oil ads: ‘Helpful 


provincials’ 


effect from December 3 for a 
period of 12 months.” 

The special nature of the con- 
cessions is emphasised by J. P. 
O’Connor, secretary of the IPA. 

“This is a very special situation 
in which the Government has 
made known what it would like,” 
he said. “It must not be taken in 
any way as a precedent with re- 
gard to contractual obligations.” 

Following the announcement 
of the media owners’ concession, 
G. Vernon Nye, sales promotion 
and advertising manager of Shell- 
Mex and BP Ltd., said: “We are 
most appreciative of the hbe- 
haviour of the press. 

“And the provincial press, in 
particular, has been extremely co- 
operative.” 

Comments Commander Alan 
Robertson-Macdonald, advertise- 
ment director of Provincial News- 
papers, who agreed to an immedi- 
ate cancellation of petrol and oil 
advertisements out of hand: 

“I felt that in a national emer- 
gency it was only right to waive 
the regulations.” 


Business in Russia 


One of the most amusing 
speakers to address the Institute 
of Public Relations for a long 
time was Lord Verulam, who 
spoke at the monthly luncheon 
meeting on “Talking business to 
Russians.” 


years? 


How will they be sold, presented and produced?—- 


These are among the questions that will be tackled at a Con- 
vention (“Better packaging means better living”) being 
organised by the Institute of Packaging in conjunction with the 
forthcoming Packaging Exhibition at Olympia in London, 


from January 22 to February 1. 


The Convention will be con- 
centrated into two days, Wednes- 
day and Thursday, January 23 
and 24, with three discussion 
sessions, and an afternoon for 
touring the exhibition. Lord St. 
Aldwyn, Parliamentary Secretary. 
Ministry of Agriculture, Fisheries 
and Food, will open the Conven- 
tion, and be immediately fol- 
lowed by the first session to be 
addressed by retail trade interests. 

On the next day sessions will 
be addressed by speakers spon- 
sored by the Food Manufac- 
turers’ Federation Inc., and the 
packaging industry. After the 
convention luncheon, James 
Morris, national chairman of the 
Institute, will sum up, and Lord 
Luke will make the final address. 

Changes in demand 

The task of the retailers will be 
to forecast possible changes in 
demand in the next few years, in 
total volume, tastes and prefer- 
ences, methods of retailing, etc. 

The food manufacturers will 
seek to advise retailers on what 
is likely to be offered to them 
based on known tendencies and 
developments, and the extent to 
which the producing trade can go 
to meet retail forecasts. 

The packaging supply industry 
will say how it can cope with the 
demands of both retailer and 
manufacturer, and the packages, 
containers, and machinery it will 
probably have to offer in the next 
two to five years. 


£1,000 ad film 
Provision is to be made by 
Southend-on-Sea in 1958-59 to 
spend £1,000 on the production 
of publicity films of the resort. 
But nothing will be done on the 
matter until then, as an existing 

film is still being distributed. 


Irish cinema 
audiences are 
increasing 


Members of the Association of 
Advertisers in Ireland had Peter 
Rackow, managing director of 
Cinema and General Publicity 
Ltd., as their guest speaker re- 
cently to discuss screen advertis- 
ing in Ireland. 

During his talk he revealed that 
cinema audiences were rising, 
rather than falling, in Ireland ; he 
had checked with the Director of 
the Government Statistic Office, 
and the comparative figures had 
risen from 50,700,000 paid admis- 
sions in 1953 (when C and G 
undertook a survey of the coun- 
try) to 53 million in 1955, 

On a breakdown of the popula- 
tion going to the cinemas, he said 
that 60 per cent of all men and 
women between 16 and 34 went 
at least once a week. 

Mr. Rackow also surveyed the 
different processes used for screen 
advertising, and indicated the 
methods of production and their 
relative costs. 


Street’s Autumn Rally 


When G. Street & Co.’s sports 
and social club held their Autumn 
Rally recently, they started from 
Finsbury Circus, and covered 
some 75 miles of Hertfordshire. 
The winner was J. E. Harrison, 
joint managing director, second 
D. Cann, assistant production 
manager, and third Miss H. 


Bowler. of the print buying de- 
partment. 


An artist's impression of the outside décor of the Third National Boat 

Show, which will be held at the Empire Hall, Olympia, from January 1 to 12. 

The Show will be presented by the “Daily Express,’ in association with the 
Ship & Boat Builders’ National Federation. 


So, 


This Christmas issue of “Homes & 
Gardens” completes a record adver- 
tisement year for the publication 
which during 1956 carried the largest 
number of advertisement pages ever 
—1,329, and the largest number of 
cclour advertisement pages—428. 


Trade paper to 
. a 
run fisheries 
o 7 a 
exhibition 

The first International Fisheries 
Exhibition will be held at Lowes- 
toft next year, October 21-26. It 
will be organised by Fishing News 
and will be under the patronage 
of the White Fish Authority and 
Herring Industry Board. 

To publicise the Exhibition 
there will be an advertising cam 
paign in Fishing News, Fish Sell- 
ing and other fish trade publica- 
tions. There will also be adver- 
tising covering all important 
British fishing ports and the chief 
foreign fishery publications, as 
well as an editorial campaign in 
every country with a major fish 
ing industry. 

The Exhibition will cover all 
aspects of commercial fishing— 
shipbuilding, engines, catching. 
processing, packaging, distribu- 
tion and equipment. It will be 
held in two halls, the Pavilion 
and Kensington Hall, between 
which there will be a free bus 
service. 

Maple & Co. Lid., the official 
standfitters, have been commis 
sioned to erect a shell scheme. 

A brochure, issued by Fishing 
News, gives full details and in 
cludes, on a separate slip, a list 
of stand areas and prices. 


Hulton Press join 
the BDMAA 


New members of the British 
Direct Mail Advertising Associa- 
tion are: Nu-Swift Ltd., Hardern 
Bros. & Lindsay Ltd., Pitman’s 
Medical Publishing Co. Ltd., 
Vauxhall Motors Ltd., Hulton 
Press Ltd., A. E. Reed & Co. 
Ltd., and C. B. (Litho) Ltd. 
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ADVERTISER'S WEEKLY 


‘Woman, ‘Woman’s Own’ ad rates going up 


INCREASES ANNOUNCED AS NEW SALES 
PEAKS ARE REACHED 


Advertisement rate increases 
and new peak sales figures 
have been announced this 
week by both “Woman” and 
“Woman’s Own.” 

From the issue dated March 2 the 
monotone full-page rate for 
“Woman” will be £2,650, 
against the current rate of 
£2,500. The full-colour page 
rate will go up from £3,475 to 
ete from the issue of May 


The increases for “Woman's 
Own” will date from the issue 
of March 7. New rates will 
be : monotone full-page £1,840 
(against £1,752) and full-colour 
full-page £2,626 (£2,500). 

Coinciding with the announce- 
ment of new rates came the 
statement from Harris Kamlish, 
advertisement director of 
Odhams Press magazines and 
periodicals, that the July- 
December 1956 ABC figure for 
“Woman” will be “a new all- 
time world-record” of over 
3,400,000 copies a week. 

And Stuart Mander, advertise- 
ment director of George 
Newnes Ltd., stated that the net 


sales of “Woman's Own” were 
now hitting the new peak of 
“well over 2,500,000 a week.” 

“Woman’s” new record Mr 
Kamlish described as “a further 
remarkable demonstration of 
leadership.” He added : 

“It is an increase of more than 
100,000 on the last figure, made 
known only a few months ago. 
It will be our endeavour in 
1957 to improve still further 
these world record figures. 


Revision necessary 


“Because of this greatly increased 
sale and our determination to 
maintain “Woman’s’ outstand- 
ing quality of production, it is 
necessary to revise the adver- 
tisement rates. 

“With this new and solid con- 
firmation of its position as the 
world’s greatest weekly for 
women, ‘Woman’ again proves 
itself as the most powerful 
‘no-waste’ selling force in a 


market of over six million 
women readers.” 

Mr. Mander said that “Woman's 
Own” new sales figure “crowns 
a year of fresh achievement, 
with record-breaking sales, 
record-breaking issues and 
record-breaking advertisement 
support.” He went on: 

“During 1956 ‘Woman’s Own’ will 
have carried over 500 pages in 
colour alone. Every year More 
and more national advertisers 
are proving that colourgravure 
advertising in ‘Woman’s Own’ 
is a major factor in their mar- 
keting plans. 

“At a time when media selection 
is growing much keener, adver- 
tisement space in ‘Woman's 
Own’ is heavily in demand and 
heavily booked in advance. 
There is no doubt that 
‘Woman's Own’ now stands 
higher than ever before in the 
estimation of national adver- 
tisers to the women’s mass 
market.” 


The new Lady Mayoress of London, 
Lady Welch, carried out her first 
public engagement last Friday 
when she attended the preview of 
the Parade of Fashion and Beauty 


organised by National Trade Press 
at the Royal Albert Hail. 
Here V. G. Sherren, managing 


director of National Trade Press, 
welcomes the Lady Mayoress. 

She saw 10. London models display 
56 garments ranging from 
moderately priced cotton frocks 
to expensive evening gowns, 

Half of the admission money col- 
lected from the public during the 
seven-day fashion show will go to 


the Lord Mayor's Hungarian 
Relief Fund. 

Sponsored by the NTP monthly, 
“Fashions and. Fabrics,” the 
Albert Hall parades—3 p.m. and 
6.30 p.m. daily—features  gar- 


ments for every age, figure, purse 
and occasion. The show closes 
tomorrow (Saturday). 


Luxembourg talks 


A spokesman of Radio Luxem- 
bourg said this week that nego- 
tiations with two _ publishing 
houses for the appointment of an 
existing journal as the official 
publication of the station are 
continuing. 


‘iS TV ENOUGH ALONE?’ 


‘ROOM FOR EVENINGS AND 


TV’ SAYS 


“Is TV enough by itself?” is 


‘THE STAR’ 


the first of a series of broadsheets 


produced by “The Star” and designed to show that there is room for 
both press and TV advertising and that “the well-balanced campaign 


in the London area 
commercial TV.” 

Taking the rates for an 11 in. 
triple and for a 30-second TV 
commercial in a peak time as a 
basis for comparison, the 
brochure claims that The Star 
offers 2,390,000 prospective cus- 
tomers for £465 and the television 
spot 1,843,446 at a cost of £682. 

On the subject of demonstra- 
tions of products, and the enter- 
tainment value of commercials, 
the pamphlet says: “The number 
of commercials which could be 
described as entertaining are not 
very great and only a limited 
number of products require a 
demonstration.” 


‘Strong case for all’ 

It continues: “This is not a 
special plea for any particular 
publication—a strong case can 
also be made on behalf of the 
Evening Standard or the Evening 


should 


The brochure, which contains 
light-hearted illustrations and, on 
the front, a birdseye photograph 
of a suburban area seen through 
a television aerial, was produced 
7 with Bell & Cole 
Ltd. 


include the London evenings and 


Store tie-up 


Room schemes featured in a four- 


page section of advertising by 
Hopewells of Nottingham in_ the 
December issue of ““House & Gar- 
den” will be promoted through 
windows and departmental displays 
at the firm's new premises. Three 
of the advertising pages are on a 
co-operative basis with leading fur- 
niture and furnishings manufac- 
turers and were photographed in 
“House & Garden's” studios. The 
issue will carry a total of 71 pages 
of advertisements, including 19 


colour pages. 


ay es 


—From “Tomorrow's Topics’ last 


week. 
While new readership 
survey shows... 


‘28.4 per cent of 
housewives 
read Woman’ 


Nearly four a, housewives 
read Woman, says survey re- 
port issued by ¢t aan to 
advertisers and their agents. It 
is the first of a series of reports 
prepared by the Odhams Press 
Research Section and based on 
surveys made between February 
and May, 1956. 

It is entitled “Housewives and 
the Children.” Subsequent re- 
ports in the series will deal with 
Cosmetics, Buying for Men, 


Domestic Appliances, Electric 
“Appliances, and Furniture and 
Furnishings. 

This first report shows that 


Woman has 3,980,000 housewives, 
or 28.4 per cent of all the house- 
wives in Britain, among its total 
of 6,010,000 readers. 
Young readers 

The proportion of 
readers to non-readers 
housewives is higher for the 
younger age groups, for the 
middle-classes, and for house- 
wives with children. 

Of all housewives between 25 
and 34 years old, 35 per cent are 
readers of Woman, and of those 
under 25, 42 per cent are readers. 

“In this period of intense com- 
petition, advertisers are finding it 
essential to plan their media 
schedules with the utmost preci- 
sion, says Harris Kamlish, 
advertisement director of Odhams 
Press magazines and periodicals. 

“We feel that the data in this 
report will enable media planners 
to evaluate Woman more accu- 
rately in relation to the very im- 
portant housewives’ and child- 
ren’s markets.” 


Woman 
among 


Newsprint prices 
frozen next year 


According to an agreement 
between newsprint manufacturers 
and newspaper proprietors in 
Stockholm, newsprint prices 
be frozen next year. 

“We shall be paying the same 
price for the first half of 1957, 
i.e. £54 per ton c.if.,” states F. Pp 
Bishop, general manager, News- 
print Supply Company. 
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Agencies need I ,500 new staff annually 
for 10 years 


‘TO REPLACE WASTAGE, RETIREMENTS & 


EXPANSION, NEW IPA MEMBERS TOLD 


P. L. Stobo, chairman of the Institute of Practitioners in 
Advertising’s recruitment and training committee, told last 
Friday’s One-Day Conference of New Members that the 
advertising agencies need an annual intake of nearly 1,500 
men and women over the next ten years to cover wastage, 


retirements and expansion. 

He was discussing the newly 
formed committee’s work, which 
he said was “to assess the recruit- 
ment requirements of the agency 
business, and to take all possible 
steps to meet them.” 

He and other chairmen of the 
IPA’s standing committees spoke 
on the work of their committees 
to the 170 Members and Associate 
Members who attended the con- 
ference, which was held at Bel- 
grave Square. 

The president, Lt. Col. Alan M. 
Wilkinson, said that the pro- 
gramme had been designed to 
give them “as complete a picture 
as possible of the many activities 
now undertaken by the Institute.” 

It was the first conference of its 
kind which the Institute had ever 
held. It was a private one, and 
representatives of the trade press 
were not present. 

The speakers were all senior 
members of advertising agencies 
or members of the Institute’s staff. 
“You will be able to judge for 
yourselves,” Col. Wilkinson said, 
“how fortunate you are in our 
Institute team.” 

The first session opened with 
short speeches by the chairmen 
of the IPA’s committees. 


‘All-important’ 

Col. Wilkinson spoke of the 
president’s committee, which dealt 
with “all-important matters of 
policy” and also membership 
matters, such as the admission of 
new member-agencies. 

“All who serve on it are men 
of considerable experience of 
Institute affairs, and their collec- 
tive wisdom and guidance are of 
great value to the president during 
his term of office,” said Col. 
Wilkinson. 

He then dealt with the trade 
relations committee, which was 


Three groups seen during the buffet luncheon. 


responsible for establishing and 
maintaining the best possible rela- 
tions and conditions of contract 
with all the organisations, trades 
and professions with which the 
Institute’s members did business. 

Rates of commission, circula- 
tion information, outdoor adver- 
tising and television audience 
measurement were among the 
matters which came within its 
scope. 

Hubert A. Oughton (develop- 
ment) said that this committee 
was mainly concerned with the in- 
ternal and external public rela- 
tions of the Institute. 


Group’s voice 


Its activities included the 
organisation of conferences, 
lunches, dinners and exhibitions, 
and Institute publications, includ- 
ing the monthly Institute Infor- 
mation. It also had overall 
responsibility for the house sub- 
committee—and “is the channel 
through which the voice of all 
members in the Discussion Group 
is heard.” 

D. A. Bain (research) referred 
to the Marketing Check List, 
which had been given a “most 
cordial reception,” the report on 
Attention Value and the technical 
aspects of the forthcoming publi- 
cation of the Institute’s Second 
National Readership Survey. 
Poster research, motivation re- 
search and enquiry into new pro- 
jects and techniques were other 
matters with which the committee 
was actively concerned. 

W. A. Messenger (education) 
drew attention to the expansion 
in the committee’s work which 
had resulted from the introduc- 
tion of the new specialist category 
of Associate Member. 


Another “significant develop- 


At the One-Day Conference, among the speakers were (I. to r.) D. A. Bain, 
Hubert Oughton, Lt. Col. Alan M. Wilkinson, W. A. Messenger, P. L. Stobo 
and the IPA director, J. P. O'Connor. 


ment” had been the setting up of 
the Joint Intermediate Examina- 
tion Board with the Advertising 
Association. 

The facilities for students were 
continually being improved, and 
he urged members to offer them- 
selves as lecturers at evening 
colleges and to encourage mem- 
bers of their own staffs to study 
for the Institute’s examinations. 

Senior members of the Insti- 
tute’s staff, headed by director 
J. P. O'Connor, read examples of 
letters received in a recent day's 
post and explained the action 
taken in replying to them. 

Members then listened to a talk 
by Sinclair Wood, on “The 
Importance of the  Institute’s 
Bye-Laws.” 

Describing the bye-laws as 
“our own mutually imposed code 
of behaviour,” he said that they 
were framed to enable Institute 
members “to behave decently to- 
wards one another” with the 
minimum of interference in all 
cases of a satisfactory continuing 
partnership between agency and 
advertiser. 


‘Professional spirit’ 


Whether 
profession or a trade 
really matter, he said. What was 
important was the professional 
spirit, which ensured that adver- 


advertising was a 
did not 


tising agents did their job 
worthily and well, as servants of 
their clients. 

Following Mr. Sinclair Wood's 
talk, a buffet luncheon was held 
at 6, Belgrave Square. 

Members then broke up into 


director, J. P. O’Connor (extreme right). 


five separate discussion groups, 
representing media; mechanical 
production and printing; creative, 
TV, cinema and radio; and client 
contact/ public relations in 
agency practice. 

The chairmen at these meetings 
were, respectively: V. K. Watson, 
Hugh T. Appleton, Ashley 
Havinden, R. A. Bevan, and L. 
M. Masius. 


Free-for-all 


The final session of the con- 
ference was a “free for all” 
question-and-answer meeting, at 
which members were invited to 
ask questions on any aspect of 
advertising. The answers were 
given by a panel comprising Col. 
Wilkinson (chairman), Mr. 
Oughton, Mr. Sinclair Wood, Mr. 
Bain, Mr. Messenger, Mr. Stobo 
and the director. 

The subjects raised included 
agency help in national dis- 
asters and emergencies, the 
commission system, technical 
advertising, Government public 
relations and propaganda services 
overseas, the submission of 
speculative schemes, the lack of 
advertising knowledge displayed 
by BBC speakers, and expendi- 
ture on outdoor advertising. 

Following the conference, a 
dinner was held at the Waldorf 
Hotel, Aldwych, at which older 
Institute members, as well as the 
new members, were present. 
Lighthearted speeches were made 
by Col. Wilkinson, C. D. Notley, 
who proposed the toast of “The 
New Members,” and T 
Traverse-Healy, who replied. 


On the right of the group on the left is Col. Wilkinson, and in the group on the right is the IPA 
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Petition against 
agents dismissed 


Mr. Justice Roxburgh in the 
Chancery Division on Mon- 
day dismissed, by consent, a 
petition for the compulsory 
winding-up of Richard Stann- 
ley (Advertising) Ltd., pre- 
sented by the Sun Engraving 
Co. Ltd. 

J. Monckton, for petitioners, 
said the petition was before 
the court on November 5. On 
that occasion the judge held 
that the advertisement of the 
petition was irregular because 
it did not contain the address 
of the petitioners. The peti- 
tion had since been re-adver- 
tised. There was one support- 
ing creditor. 

Counsel said that it had 
been agreed that the petition 
be dismissed, the respondent 
company paying the costs of 
the petitioners and the sup- 
porting creditor. 


‘Trends’ quarterly 


The Economic Intelligence 
Unit is to issue a quarterly 
bulletin, Customer Trends, which 
will seek to provide regular in- 
formation on the British con- 
sumer market and to examine the 
factors, economic and otherwise, 
affecting spending. Annual sub- 
scription is £10. 


Ideal Home dates 


The Daily Mail Ideal Home 
Exhibition next year will be held 
at Olympia from Tuesday, 
March 5, to Saturday, March 30. 


‘Observer’ 


design 


wins top 
award 


EDITORIAL MEN ‘CAN LEARN FROM 
ADVERTISEMENT KNOW-HOW’ 


“ The Observer” has won top prize in the Annual Award 
for Newspaper Design competition of 1956. Judged the best- 
designed newspaper of the year, it was awarded the Bronze 
Plaque at a presentation lunch given by the organisers, “ Print- 
ing World,” and patron, Linotype & Machinery Ltd., at the 


Savoy Hotel, last Friday. 


Production editor of The 
Observer, Kenneth Obank, ac- 
cepted the honour on behalf of 
his paper. In a response follow- 
ing the presentations he pointed 
out that, in his view, editorial 
men had “much to learn” about 
design from the world of adver- 
tising. 

“More technical know-how,” 
he said, “is going into the adver- 
tisement columns than into edi- 
torial. The high standard of ad- 
vertisement presentation .. . 
makes some of our own efforts 
look a little silly. The problem 
must be tackled . . . and soon.” 

And he went on to suggest that 
editorial staffs should receive 
better instruction in the technical 
problems of layout and typo- 
graphy. 

Accepting awards in the various 
sections of the competition 
were, 15 representatives of the 
following papers: 

Class One, for newspapers pub- 
lished daily or on Sunday.— 
First: Daily Worker. Second: 
Sunday Times. Highly com- 
mended: Manchester Guardian, 


FREE PRESS AND CONTROLS 


A book published yesterday 
(Thursday) by the Oxford Uni- 
versity Press answers the ques- 
tion : What happens to a nation’s 
free press when the Government 
invokes economic control over 
the publishing industry? 

Titled The British Press Under 
Economic Controls (price 36s.), 
its author, J. Edward Gerald, a 
professor of journalism at the 
University of Minnesota, spent 
many months in the United King- 
dom gathering material. 

Dr. Gerald describes how news- 


£450 on TV 


Wallasey Corporation is to 
spend £450 on commercial TV 
advertising next spring. It will 
deduct the amount from that 
originally allotted for advertising 
in periodicals and district news- 
papers. National press adver- 
tising will be unchanged by the 
decision. 


Press pul l 


Two-thirds of the 3000 appli- 
cations for Harwich Corporation 
guides this year came as a result 
of national newspaper advertise- 
ments. 


print controls were administered 
and goes on to discuss the effects 
of such legislation on the various 
types of newspapers. 

Chapters are included on such 
matters as ownership and manage- 
ment, the effects of control on 
book publishing, and the efforts 
which have been made to 
“improve the performance of the 
press.” 

Some 34 tables augment the 
235 pages of text. Included among 
these are statistics showing the 
income components of a national 
popular morning daily, which 
prove that between the year 1938 
and 1951 advertising revenue, 
while increasing in volume, de- 
creased as a percentage of the 
paper’s total income ; the reverse 
being the case in income received 
from sales of copies. 

In his chapter on ownership 
and management, Dr. Gerald 
analyses the division of adver- 
tising revenue among the prin- 
cipal media during the years 1938 
to 1954. 

Here he shows that. during the 
period, London morning news- 
papers have lost 15 per cent of 
the total advertising revenue, 
while magazines have recorded a 
similar percentage increase. 


Birmingham Gazette, Yorkshire 
Observer. 
Class Two, for newspapers 


published each evening.—First: 


Evening Advertiser, Swindon. 
Second: Northern  Despaich, 
Darlington. Highly commended: 


Belfast Telegraph, Shields Gazette 
(South Shields), Oxford Mail. 
Class Three, for newspapers 
published weekly, bi-weekly, or 
tri-weekly.—First: Croydon 


Advertiser. Second : Belfast 
Weekly Telegraph. Highly com- 
mended: Eastbourne Gazette, 
Harlow Citizen, Lowestoft 


Journal and Mercury. 

There were 225 entries, judged 
by a panel comprising Sir Gordon 
Russell, director of the Council 
of Industrial Design ; Will Carter, 
Cambridge typographer and pro- 
prietor of The Rampant Lions 
Press; and F. Restall, head of 
typography of the Heriot-Watt 
College, Edinburgh. 

After thanking this year’s 
judges and organising committee 
for their work, F. T. Colley, 
editor of Printing World and 
secretary of the competition’s 
executive committee, announced 
that next year’s judges would be: 
Beatrice Warde, publicity man- 
ager of the Monotype Corvora- 
tion Ltd.; Sir Stephen Tallents, 
public relations consultant; and 
John Cheney, vice-president of 
the BFMP. 

The prize-winning newspapers, 
which were on public show at 
St. Bride Foundation Institute on 
Wednesday and yesterday (Thurs- 
day), will be sent for exhibition 
to Canada, Australia and the 
United States. 
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Front-page of the winning issue. 


LONG-TERM 
WOOL ADS 
URGED 


James H. Shaw, a former pre- 
sident of the British Wool Federa- 
tion and a member of the British 
Wool Marketing Board, is urging 
the British wool textile industry 
to embark on a long-term promo- 
tion scheme, with a minimum of 
three to five years 

In an article in the Yorkshire 
Post and Leeds Mercury, he 
recommends that this scheme 
should be worked in conjunction 
with the International Wool 
Secretariat, using its experience, 
staff, and facilities to publicise 
the good qualities of wool, as in 
the British carpet trade promo- 
tion. 

“It is significant.” he contends, 
“that in 1939 there were only four 
industry-wide collective schemes 
of promotion—beer, bread, fruit 
and milk. Today there are at 
least 36 in this country, and we 
just cannot afford to stand aside.” 

Mr. Shaw recalls that, accord- 
ing to the president of the Wool 
Bureau Inc., of America, a 
national advertising campaign 
had resulted in an increased con- 
sumption of apparel wool by 12 
per cent and also a substantial 
increase in the use of wool by 
USA textile mills. 


S. G. Horder, who farms at Andoversford (Glos), is backing up the milk 


campaign with some direct advertising of his own. 


The slogan “ Drink 


more milk’’ has been painted on some of his farm equipment, attracting 


a good deal of attention, says Mr. Horder, from passing motorists. 


Here 


is a rape-cutting outfit at work on Mr. Horder’s farm. 


Pe 7 PSC 
So eta r 
- Russie's 20 Years af Teeror 
; ‘ 
Bo cs € | I hngateal 
ee , , 
= ee 8 
_ pe . Fam 
; ee 
i 7 a 
7 7 
_ tl 
; ——— 7, 
a . we 
‘ ‘« ” fae z ¢ 
: »® : =~ sn om Ee at 
> ee) a - , — 
a i "i i i ‘ a f wend ra + 
Basie. ron dt “4 AS eae | ao ih er ee 
ioe P\> MESS = COR 
OE aS a 
“Mes 9 jr ar ee asia , Ans a 
a ees 
a wre. °° 7) a 2 le rn: 1ce 


ADVERTISER’S WEEKLY 


New director 
at Gollings 


Before leaving for his third visit 
to the United States of America this 
vear, W. H. Gollings, chairman and 
managing director of W. H. Gollings 
and Associates Lid.. and his fellow 
directors, appointed A. R. D. Pugh 
to the board of the agency. He 
wined Gollings two years ago. After 
war service as a pilot with the RAF. 
he joined the Daily Express as a 
staff reporter and then went to the 
North Western Gas Board as publi- 
cations officer in the PR ceenent. 

oe 


William A. V. Butler has joined 
the staff of D. J. Keymer & Co.. 
Ltd.. as a copywriter. He was 
formerly with Gordon & Gotch Ad- 
vertising one. 

* * 

J. A. Warner has been appoinred 
advertising executive director of 
James Sutherland Publicity Ltd. 
Mr. Warner, who began his career 
with the Daily Express, was pre- 
viously with Intam Ltd. W. J. 
Geller has been appointed creative 
manager. He was previously with 
Erwoods Lid 

* * * 

Geoffrey Gale has joined the pro 
duction staff of Sandbrook, Metcalf 
& Co., Ltd. He was previously with 
Rylee (Advertising) Ltd. and before 
that worked for London Alu- 
minium Ltd. 


Forms own company 


Wally Reeve has left Gale & 
Polden Ltd. to establish a new com- 
pany of printers and advertisement 
representatives, trading under the 
name of W. A. Reeve & Co. with 
offices at 18 Soho Square. London 
W.1. He joined Gale & Polden as 
advertisement manager of the 
Hampshire and North-West Surrey 
Newspaper Group, and was later 
appointed manager of all G & P 
advertising. Mr. Reeve was origin- 
ally with the National Farmers’ 
Union om eight and a nell years 

* 

W. A. Blagden, who for the past 

three years has been with F. Perkins 


Ltd. and was previously in the 
advertisement department of the 
Buxton Advertiser and Herald, has 


been appointed advertisement repre- 
sentative of the Peterborough Citizen 
& Advertiser. He joins the paper 
following the departure of Lynn 
Jones for Canada, where he will 
join the staff of the Canadian Daily 
Newspaper Publishers’ Association. 


;, Carpenter 


E. E. Gott 


officer for Scarborough for a furthe: 
year at a recent meeting of the 
Scarborough publicity committee. 

* * 7 


The Scottish member of the ITA, 
Dr. T. H. Honeyman, will visii 
Canada early in December for a 
three-week survey of Canadian com- 
mercial television methods. 

* * * 

Barbara Carter has joined the 
London office of F. John Roe Ltd.. 
as public relations officer. Recently 
head of the women’s department ai 
John Murphy Ltd., Miss Carter was 
previously engaged in the advertising 
and sales promotion for Littlewoods 
Chain Stores, as a sub-editor and 
assistant fiction editor at Woman's 
Own, and assistant fashion editor on 
Woman's Illustrated. 


Granada appointment 
for Keith M. Hardy 


Granada TV Network Ltd. have 
engaged Keith M. Hardy as mana- 
ger of their sales promotion research 
department. He has come to them 
from Monsanto Chemicals Lid 
Previously he was with George 
Newnes Ltd., and account executive 
with Greenlys Ltd., and has worked 
for the Toronto Star and for Colliers 
erent: Co. 

* * 

Miss Pauline Schecter is leaving 
Downtons Ltd., where she is space 
buyer, and will sail on the “Queen 
Elizabeth” on Friday of next weck 
for New York where she will join 
her husband, who is there on busi- 
ness for 12 months. She hopes to 
do advertising work in America and 
later to return to Fleet Street 

* * * 


New press officer for Josiah Wedg- 
wood & Sons Ltd. is Miss Veronica 
Gillis. Miss Gillis was previously 
with Mercury Information Service 
Ltd. as a public relations account 
executive. 


Frank Kay to retire 


Frank Kay, Millis & Rockleys 
Lids manager in Hull. will be 
retiring in the early months of 1957 
This will mean a number of staff 
changes within the Mills & Rock 
leys organisation. Martin Redman 
will assume responsibility for the 
Mills & Rockleys Doncaster arca 
ind will take up his post as group 
manager there early in December 
Brian Herbert will move from Don 
caster to Oxford. and early next 


year Kenneth Stephenson wil! move 


from Oxford to Hull to take over 
from Mr. Kay. 


A. R. D. Pugh 


Colin Crofts was appointed press 


J. Winkler 


NovemBrr 23. 1956 


i 


Among the advertising personalities to meet at the Hercules Cycle offices 
at the Cycle Show were (eft to right) J, Harrison Haworth (joint managing 


director, Business Publications 


Ltd.), 


publicity at the Hercules Cycle and Motor Co. Ltd.), G. W. 


(Reid Walker / 
Promoted Cravens’ 


London director 


Miss Edith E. Gott has now been 
appointed London director of 
Cravens Advertising Lid., Newcastle 
She came to London just over a 
year ago to establish and manage 
their London office. Miss Gott 
joined Cravens as an account execu- 
tive in 1947, later becoming chief 
account executive 

* * * 

Gerald Carpenter has joined 
F. W. Sears Ltd. “to help develop 
the services offered to technical and 
consumer advertisers.’ Previously 
an account executive with Rooster 
Publicity Ltd. and Geoffrey Dadd 
Ltd.. he began his career in adver- 
tising in 1944, when he joined Lintas 
Lid. as a trainee copywriter. Mr. 
Carpenter lectures at Croydon 
College of Art Printing Department 
on typographic layout and design 

* * * 


John Winkler (21) has joined Alan 


Betts Ltd. to take charge of pro- 
duction He has previously been 
with Allardyce Palmer Ltd. and 
Masius & Fergusson Ltd 

* * * 


Miss Sylvia Weinberg, joint man- 
aging director of Armstrong-Warden 


Lid.. last week addressed the annual 
salesmen’s conference of the East 
Midlands Gas Board. in Leicester 


Her subject was 
at Marketing.” 
* 


“A Woman Looks 


* * 

Miss Amy Dooley has joined 
Napper. Stinton. Woolley Ltd. to 
develop the media planning and 
research department. within the 


space department and under the con- 


trol of G. P. M. Hoey. She was with 
the agency a few years ago, before 
joining Roles & Parker Lid. Later 
she went to Canada. where she 
worked for two years in the research 
department of Harold F. Stanfield 
Ltd.. 


a Montreal agency 
+ * 
Frank F. Newlands, a director of 
Claude-General Neon Lights Ltd. 


has completed 21 years’ service with 


Ww’. Reeve 


D. D. McLachlan ae of 
H. Gibbs 


Advertising Ltd.) and A, H. Melsaac (Argus Press). 


the company. He joined Claudgen in 
1935, and was appointed as director 
in 1951. He is at present chairman 
of the Electrical Sign Manufacturers’ 
Association and is a member of the 
Outdoor Advertising Industry Ad- 
visory Committee. 


OBITUARY 
Miss B. Jones 


Miss Bertha Jones, who had been 
responsible for the selection of Rank 
Screen Services Ltd. production 

“Tips” winners for three years. died 
in the Royal Free Hospital, Hamp- 
stead, last Friday. She was 63 

The funeral took place on Tues- 
day at the Golders Green Crema- 
torium. It was attended by Gerard 
Holdsworth, managing director of 
Rank Screen Services, and friends 
from the J. Walter Thompson Co.. 
where Miss Jones had been for 28 


=~ 2 


H. J. Holmes, vice-chairman of the 
Bristol branch of the Incorporated 
Sales Managers’ Association and 
chairman of the Bristol and District 
Centre of the Motor and Cycle 
Trades Benevolent Fund before he 
became Dunlop's sales manager for 
tyres in the South of England four 
years ago, has died at the age of 5! 
As Director of Tyres in the Ministry 
of Supply during the latter period of 
the war, Mr. Holmes was respon- 
sible for winding-up the tyre ration- 
ing scheme in 1946. 


K. lronmonger 

Kenneth Ironmonger, a member 
of the advertisement depariment of 
the Yorkshire Post, Leeds, was 
fatally injured in a motor accident 
on the Leeds-Wetherby Road, at 
Scarcroft, near Leeds, on Wednes- 
day of last week. 


L. W. Hoey 


Lawrence Walter Hoey. of Hove. 
Sussex, died on Monday at the age 
of 73. He started his career in the 
advertisement department of the 
Evening News in 1902. He later 
became advertisement manager of 
the Daily Mail, holding that position 
until his retirement in 1932 


Latest wills 

Wittiam Purves Topp, 
Middlesex, chief 
Butler Co. Ltd., 


of Edgware. 
artist at the Basil 
founder and managing 


director of Chanley Studios Ltd., and 
at one time with Siviter Smith's of 
Birmingham, left £10,407 12s. 9d. gross, 
£8,376 13s. Id. net value. (Duty paid 
£204.) 

Wiu.tam ArTHUR HENBEsST, of Picket 
Hill, Ringwood, Hants, founder of 
Henbest Publicity Service Ltd., left 
£9,560 15s. lid. gross, £9,444 12s. 5d 
net value. (Duty paid £648.) 
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‘You don’t spend enough on ads’ furniture 


men are told 


INSUFFICIENT ATTENTION PAID TO 
YOUNG SPENDERS, SAYS ABRAMS 
The furniture trade is not spending enough on advertising. 
and much of its advertising lacks “psychic reward” in its make- 
up, according to Mark Abrams, managing director of Research 


Services Ltd. 


In a talk on “Influencing the 
consumer,” at a marketing con- 
ference of the Furniture Develop- 
ment Council at Matlock last 
week-end, he said that in 1955, 
according to the Statistical 
Review of Press Advertising, the 
furniture trade spent £1,516,000 
on press advertising. 

This was only 0.4 per cent of 
the consumer expenditure on 
furniture (£360 million). The car 
trade in the same year, when 
consumer demand seemed almost 
insatiable, spent 0.6 per cent; 
confectionery one per cent; soap 
and detergents 4.1 per cent; and 
TV sets 2.1 per cent. 

In both 1954 and 1955, more 
than 60 per cent of furniture ad- 
vertising expenditure went on 
local dailies and weeklies, and 15 
per cent at most on magazines— 
the favourite reading matter of 
young people, i.e., those between 
16 and 35. 

Yet from personal observation 
he believed that most of the 
furniture bought in this country 
was acquired by young people. 

Dr. Abrams said that a nation- 
wide survey carried out earlier 
this year by his own organisation 
showed that 57 per cent of all 


Mills & Rockleys Lid. have com- 
pleted the construction of poster 
panels and directional signs in 
Smithford Way, Coventry, one of 
the new streets in the Coventry 
Precinct Shopping Centre. Included 
in the scheme is this bridge with a 
48-sheet poster over the 50 ft. wide 
entrance to Smithford Way from 
Corporation Street, panels along the 
shopping area for 16- and 48-sheet 
posters, and _ painted directional 
signs. One 40 ft. by 20 ft. sign is 
a plan of the centre, provided by 
Mills & Rockleys. 


furniture purchases were made at 
independent shops. 

This undoubtedly had a large 
part in shaping the industry's 
advertising policy, eg. “the 
paucity of national brands” and 
the heavy emphasis on the local 
press as an advertising medium— 
although these practices were not 
“inevitable consequences of the 
predominant role of the indepen- 
dent shopkeeper.” 

On the subject of what he 
called “psychic rewards’—the in- 
dication that acceptance of the 
advertising message would be 
followed by rewarding experi- 
ences and feelings—Dr. Abrams 
said that a very large part of 
furniture advertising was still 
without any element of this kind 
of reward in its make-up. 

Too often it looked like poorly 
reproduced extracts from cata- 
logues—fuzzy line drawings of 
lumps of furniture assembled 
under blown-up price tags. 


Different values 


Even where these psychic re- 
wards were used as main appeals 
there were often too little realisa- 
tion that we were a very hetero- 
genous nation in the goals we 
pursued and the standards we 
adopted. Targets and values 
which were laudable and 
worthy to the lower middle-class 
quasi-suburbanite might appear 
ludicrous to a _ working-class 
housewife. 

Finally, he warned, it was not 
enough to offer psychic rewards 
in an advertisement ; the product 
must “deliver.” Effective adver- 
tising had to be true in its 
appeals, in the sense that the pro- 
duct gave the purchaser the re- 
wards he had been led to expect. 
This was essential even if it meant 
changing the product. Another 
speaker at the conference, J. Gil- 
christ, of the FDC, said that only 
if furniture were given the “pres- 
tige” value enjoyed by its rivals 
did it stand a real chance of im- 
mediate benefit from rising stan- 
dards of living. 


‘Clutter’ in the glen 

Angus Town and Country Plan- 
ning Committee has decided that 
the whole of the county, exclud- 
ing the burghs, should be de- 
clared a special area for control 
of advertisements. Neil Pattullo, 
the chairman, commented at a 
recent meeting that the erection 
of signs in the county was getting 
out of bounds and that “some of 
the glens are getting cluttered up 
with the most appalling signs.” 


A new board of directorate has 
been formed for Adservices (Pvt.) 
Lid., of Salisbury, Southern 
Rhodesia. 

Van Zijl and Van Zijl, one of the 
leading advertising agencies in 
South Africa, have taken a 60 per 
cent interest in Adservices. 

The remaining 40 per cent holding 
has been made available to a new 
directorate of Adservices ap- 
pointed by Van Zijl and Van Zijl. 

To celebrate the occasion, a party 
was held at Meikle’s Hotel, Salis- 
bury, attended by prominent 
industrialists and businessmen as 
well as members of the Federal 
Press and the Government Infor- 
mation Services. 

Here, seen at the party, 
to right) F. Clements (editor 
“Rhodesia Farmer’), W. Green 
(Rhodesia Printing and Publishing 
Co.) and J. de Haas (president, 
Salisbury Chamber of Industries). 


‘Gas at work’ 


At the Royal Horticultural 
Hall, London, from January 22 
to February 2 will be the first- 
ever exhibition, “Gas at Work in 
Industry,” organised by four Area 
Gas Boards—North Thames, 
South-Eastern, Southern and 
Eastern. It will consist of work- 
ing models and demonstrations of 
the use of gas in industry. . Appli- 
ances and products of over 70 
manufacturers will be 
sented. 


are (left 


New Scots company 
East Kilbride Press Ltd., of 
20 Main St., East Kilbride, 
Lanarkshire, has been registered 
as a _ private company with 
capital of £2,000 as printers, 
stationers, etc. Directors are 
Neil Smith and Wilhelmina 
Smith. 


New reflective 


A new 
material which, 
particularly effective for all ‘anee 

of 24-hour-a-day advertising and 


“telephotic a 
it is claimed, 


display, has been produced by 
Associated British Industries, of 
Liverpool, 

Called Sol-Luna, it is sensitively 
reflective to natural and artificial 
light up to an angle of 179°. 
Objects made of it or treated with 
it, “can be seen vividly, day and 
night, without colour’ or bril- 
liancy losses, irrespective of 
weather conditions,” it is claimed. 


repre- 


Free monthly 
| brochures for 


' two shops 


Next month Electrical Press 
Ltd. will produce the first issues 
of two monthly promotion bro- 
chures, The Tees-side Housewife 
for Amos Hinton & Sons Ltd., 
Middlesbrough, who own 25 
shops, and The Tyneside House- 
wife for Laws Stores Ltd., Gates- 
head, who own 60 shops. 

Features will include articles of 
interest to women, news of the 
shops and articles sold in them, 
and information of special dis- 
plays and promotions. 

Some 50,000 copies each of 
these monthly publications will 
be distributed free to account cus 
tomers, women’s organisations, 
and through branches where they 
will be displayed on special racks. 

Full page rate is £160; agency 
commission, 15 per cent. 


Scots’ Channel 10 


The Independent Television 
Authority has announced that its 
Central Scotland station at Black 
Hill, Lanarkshire, will transmit 
programmes on Channel 10 when 
it comes into service next year. 
Test transmissions will be sent out 
from March 1 until the main 
transmitter comes into operation, 
probably in July. The first pro- 
grammes will be _ transmitted 
towards the end of August and 
will be provided by Scottish Tele- 
vision Ltd. 


. . 
display material 

The material consists basically 
of man-made fibres, woven into a 
network of intricate design and 
processed into semi-rigid or rigid, 
temporary or permanent sheet- 
ings, together with photochemi- 
cals, ranged in the colours of the 
spectrum. 

Superimposed designs are given 
depth of perspective to almost 
three-dimensional effect, with 
varying degrees of luminosity, 
which, also can be controlled. 
The material is fast to light and 
will retain its clarity indefinitely, 
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HOW TO CHANGE 
A WOMAN’S MIND 
OVER 2,000,000 
TIMES 


Among its five million readers, The Reader's 
Digest has well over two million women 
with the susceptibility, the shrewdness, and 
the passion for shopping that make them such 
attractive customers. 

Why, essentially, do the people who enjoy 
this magazine each month provide such a pro- 
ductive market for.your advertising message? 
One reason is that they are comfortably above 
the average in income—for instance, over a 
million of our readers own their own houses, 
and nearly a million have motor-cars. 

But more important still is our readers’ 
character. The Reader's Digest deliberately 
sets out to please people with inquiring minds, 
interested in many things, receptive to new 
ideas. Its phenomenal success—over a million 
sale in Britain, a world sale of over eighteen 
millions—is the measure of the opportunity it 
offers to the advertiser who has something to 
say. Its readers really read it—pick up each 
issue many times as they browse through its 
articles. There is ample evidence that they 
read the advertisements, too. And they are 
exactly the kind of people, better informed 
than most, whose example is apt to influence 
their friends. 

It is because of the character of its readers 
and their pleasure in reading it that The 
Reader's Digest is one of the great advertising 
media of Britain. 


OVERSEAS International editions, 27 of 
them, cover key export markets. The British ex- 
porter can book space in London and, usually, 
pay in sterling. 


A MAGAZINE FOR READERS WITH A GUARANTEED 1,100,000 SALE 
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NEW KRAFT 
AD POLICY 


Direct drive 
at retailers 


Intensive advertising is to be 
undertaken by Kraft Foods Ltd., 
to sell direct to retailers. This 
will be in addition to a “healthy” 
campaign which is planned for 
the national press, say Kraft’s 
agents, the J. Walter Thompson 
Co. Ltd. 

Explaining the policy change in 
a personal letter to all his cus- 


tomers, Frank Frost, managing 
director of Kraft Foods Ltd., 
said: 


“It is our duty to the consumer 
to keep prices as low as quality 
and efficiency of operation can 
achieve. High-speed equipment 
made possible by the tremendous 
consumer acceptance of Kraft 
products will do much to offset 
rising costs. 

“Volume is an important factor 
and, in our efforts to achieve 
this, wew products have been 
and will continue to be added to 
our range. Some of these new 
items will need special facilities 
for distribution—hence our new 
sales branches equipped with 
most modern refrigeration.” 

The letter proceeded to assure 
the wholesale trade that the 
Kraft company would go on deal 
ing with them, and asked for their 
continuing support. It stated that 
Mr. Frost is convinced Kraft's 
consumer acceptance can be ex 
panded, and this will be supported 
by intensive advertising. 


200 ON AA’S 


PANEL OF 
SPEAKERS 


Hundreds of meetings have 
been addressed on the subject of 
advertising as a result ot cam- 
paigns organised by the Advertjs- 
ing Association’s publicity com- 
mittee, the Association's report 
for 1955-56 records. 

During the autumn and winter, 
some 300 organisations, mainly 
Rotary Clubs, schoois, chambers 
of commerce and trade, and some 
women’s organisations were 
addressed. In May of this year 
a further campaign was set in 
motion. 

So far, about 200 platforms 
have been arranged for the pro- 
vinces and a further 100 direct 
from Advertising Association by 
the information officer. 

The panel of speakers is now 
about 200 strong, 100 of them 
in the London area. 


This window display by Robert Membery Ltd., builders’ 
Bath, won the first prize of £250 in the second National Window Dressing 
Competition organised by Wolf Electric Tools Ltd. 
awarded to Hoopers (Portsmouth) Litd., 
of Perth. 


Syme, 


Builders’ merchants win display prize | 


merchants, of 


The second prize was 
and the third prize to Garvie & 


At the Poster Services party in 
Glasgow were (I. to r.) L. Shields, 
R. V. McPherson and C. F, 


Narburgh, of the head office in Lon- 

don, Mrs. Puplett, W. M. Gladden, 

ine Scottish manager, and E. A. R 
Puplett, managing director. 


High TViewing 
on Sunday 


afternoons 


An Associated TeleVision Ltd. 
promotion is publicising Tele- 
vision Audience Measurement 
Ltd. figures which show the Sun- 
day afternoon ITV audience in 
London as bigger than any even- 
ing’s audience—except Sunday. 

TAM figures for the week 
Monday, October 29 to Sunday, 
November 4 were: Monday (7-11 
pm) 39 per cent; Tuesday (7-11 
pm) 43.5 per cent; Wednesday 
(7-11 pm) 40 per cent; Thursday 
(7-11 pm) 46 per cent; Friday 
(7-11 pm) 52 per cent; Saturday 
(7-11 pm) 47 per cent; Sunday 
(3-6 pm) 57.5 per cent; Sunday 
(7.30-11 pm) 69 per cent. 

A TAM graph shown in the 
ATV promotion matter shows 
that on the Sunday of that week, 
79 per cent of the ITA London 
audience watched “Sunday Night 
at the London Palladium.” 

Trade press advertisements and 
broadsheets carrying the heading 

“ITV Has An Eight-Day Week” 
are being used by ATV. 


Black & Decker contest 


in the ‘Chronicle’ 


A competition organised by the 
News Chronicle began on Tues- 
day. It offers 30 main pr.zes of a 
Black & Decker Electric Home 
Workshop, and an additional 50 
No. 44 Orbital Sanders. The 
competition was accompanied by 
editorial features on using port- 
able electric tools. It was sup- 
ported by advertising including a 
Black & Decker half- page. — 
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Poster Services 
move into 


Glasgow 


Poster Services Ltd., founded 
in 1923 by the late Sir William 
Crawford, whose father was at 
one time a Lord Provost of Glas- 
gow, have set up an office in 
Glasgow to expand their Scottish 
business in outdoor advertising. 

In September the company— 
among the first agencies to spec- 
ialise in outdoor advertising— 
took over the Glasgow business 
of Boyes Meichan & Co., whose 
offices at 358 Sauchiehall Street 
they now occupy. 

Mr. Boyes had found di‘ficulty 
in carrying on the business fol- 
lowing the death of his partner, 
Mr. Meichan. He was as pleased 
to accept the offer of Poster Ser- 
vices as the firm were pleased to 
get the opportunity of getting into 
Scotland—and particularly to 
Sauchiehall Street. 


Party from London 


E. A. R. Puplett, managing 
director of the firm, and Mrs. 
Puplett received about 70 guests 
at a cocktail party in the Central 
Hotel, Glasgow, last week to cele- 
brate the opening of their new 
offices. Among those who flew 
north for the occasion from Lon- 
don were C. F, Narburgh, an 
account executive, R. V. McPher- 
son, managing executive with the 
London o.tice, and L. T. Shields, 
an executive. 

Also present were W. M. Glad- 
den, manager of the Scottish 
office, and W. Hastings, assistant 
manager. Mr. Gladden has been 
with the firm for six years, and 
has over 25 years’ experience in 
advertising. He was on the press 
side of S. H. Benson Ltd. for 
some years in London. 

Poster Services Ltd. are now 
handling accounts for the Scottish 
CWS Ltd., Scottish National Sav- 
ings, Steel & Coulson Ltd., and 
Neill’s Jams. 

Mr. Gladden, a London man, 
said at the party he was “de- 
lighted” with business in Scotland, 
and he had already found it 
necessary to increase his staff 
since they had taken over at 
Glasgow. 


No room for PR 


As no further accommodation 
is available at the Regent Street 
Polytechnic, the Institute of 
Public Relations has found it 
impossible to start a _ further 
course in public relations in the 
new year for unsuccessful appli- 
cants for the present course. 


ABC. Figures 
Jan. to June. 1956 


CAMBRIDGESHIRE TIMES GROUP 


67,254 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 
London Representative: Mrs. K. D. FALKNER 
Northern Representative: ae ELLIS 
Weekly 64 Cromford House, Manchester, 4 Tel. Blackfriars 6967 
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I can usually recognize readers of 


HARPER'S sau 


Fashions, colours, cosmetics, accessories —they | our news about fashions from the same source, 
seem to know almost as much about these things | Harper's Bazaar. Time and time again the con- 
as I do. Perhaps that isn’t so surprising when | versation in my salon turns to some feature in 
you consider that my clients and I get much of | the current issue. 


} Ou’ should alway have ai adi ertiscment iL Hla yy ;” Ra j ind af costs only £195 ad page 
Alison James, Advertisement Manager, HARPER'S BAZAAR, 72 Brook Street, W.1. GROsvenor 7781 
Harper’s Bazaar is published by THE NATIONAL MAGAZINE COMPANY LIMITED 


Publishers of: Good Housekeeping - Harper's Bazaar - Vanity Fair - House Beautiful . She - The Connoisseur 
The Good Housekeeping Books Proprietors of: The Good Housekeeping Institute 
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ADVERTISER’S WEEKLY 
London 
MEMBERS. 
AGREE ON 
MERGER 
MOVES 


On Tuesday morning, the follow- 
ing statement was issued by the 
Publicity Club of London: 

“At a special general meeting last 
night to discuss the proposed 
acquisition of the Aldwych Club’s 
premises and the merger of 
membership, it was agreed that the 
honorary officers and council of the 
London club should continue to 
examine the proposition and that 
further negotiations should take 
place. 

“This decision is subject to the 
result of a special general meeting 
of the Aldwych Club.” 

The voting, it was disclosed after 
the meeting, was 325 votes in favour 
and 115 against. 

The special meeting was followed 
by a social evening at the Aldwych 
Club, at which Publicity Club mem- 
bers met the director, producer and 


Club News 


some of the cast of the Rank Orga- 
nisation film, “The Battle of the 
River Plate.” 

During the evening, R. Trevor 
Harris, chairman of the club, told 
ADVERTISER’S WEEKLY that the club 
membership had been increased by 
45 since the beginning of the season. 

And in the first copy of his 
Chairman's Monthly Letter—which 
will replace the club’s magazine—it 
was announced that guests of 
honour at the Club’s Christmas 
Luncheon at Grosvenor House on 
Thursday, December 20, will be 
Robert Morley and Margaret 
Rutherford. There wili be a cabaret 
in which Richard Murdoch and 
Shirley Bassey will take part. 


Nottingham 
Magistrates’ clerk 
served with AA 


G. D. Yandell, clerk to the Not- 
tingham Magistrates, speaking at a 
luncheon meeting of the Publicity 
Club of Nottingham, referred to his 
earlier connection with advertising. 
He was, shortly after completing his 
war service, on the staff of the 
Advertising Association in their 
advertising investigation department. 
He therefore felt “quite at home” in 
talking to a publicity club. 

Outlining the history of lay 
magistrates, he said this was “one 
of our proudest institutions.” 
Magistrates’ courts were popularly 
referred to as police courts, although 
the police in fact had nothing to do 
with the courts, except that they 


were normally the prosecutors. 


A large number of club members and personalities attended the Regent 


Advertising Club's third gh ad Night of the season. 
stars present were Coco the Clown, Mike Hawthorn, 


Among the 
the Bedser brothers 


and TV star Alex Macintosh. Here (|. to r.) are Guy Barney, chairman of 
the club, Mike Hawthorn, Alex and Mrs. Macintosh, Ken Leake, the club’s 
honorary secretary, and Maisie Marks, of the social committee. 


Manchester 


‘Publicise our 
genius 


Britain should advertise the inven- 
tive genius of its people, John 
Gordon, . editor-in-chief of the 
“Sunday Express,” told members of 
the Manchester Publicity Associa- 
tion. 

After outlining a long list of 
British inventions, Mr. Gordon said 
he would like to see the words “The 
pedal was invented in Britain” 
written across every bicycle pedal. 

On every tyre it should be adver- 
tised “The pneumatic tyre was a 
British invention,” and _ similarly 
with other items of British origin. 


Newcastle 


30 years in 


advertising 


Speaker at a luncheon meeting of 
the PPublicity Club of Newcastle- 
upon-Tyne was Norman Snaith. 
advertisi manager for Bowrans 
Paints, - 5 spoke of his 30 years 
in advertising. 


J 
‘Opportunities 
ahead’ 


H. Boulter, of the Publicity Club 
of Sheffield, chairman-elect of the 
Club Development Committee of 
the Advertising Association, speak- 
ing at the annual gala, dinner and 
dance of the Hull Publicity Club at 
the New York Hotel, Hull, said that 
“glorious opportunities’ in the 
advertising profession were indi- 
cated. 

But the profession was short of 


“good stock” in the rising genera- 
tion. 
Women’s Club 


Talk on Ceylon 


Guest of honour at this month's 
meeting and dinner of the Women’s 
Advertising Club of London was the 
deputy High Commissioner of Cey- 
lon, B. F. Perera. 

Mr. Perera, who spoke on the cul- 
ture, art and architecture of Ceylon, 
was introduced by the club's presi- 
dent, Mrs. Kathleen Howie (Saward, 
Baker & Co. Ltd.). 


Saturday, November 24 

INSTITUTE OF PUBLIC RELATIONS. 
Public Relations Day. Royal 
Festival Hall. 9.30 a.m. 

Monday, November 26 : 
PUBLICITY CLUB OF LONDON meeting. 
Gilbert Harding on ‘“‘Sell Me Some- 
thing.” Waldorf Hotel. 6.15 p.m. 
NEWSVENDORS BENEVOLENT AND 
PROVIDENT INSTITUTION. 108th Festi- 
val Dinner. Connaught Rooms. 
6.30 for 7 p.m. 

Tuesday, November 27 

REGENT ADVERTISING CLUB lecture. 


J. M. Beard. 6.30 p.m. 

PUBLICITY CLUB OF NOTTINGHAM 
meeting. Eric Boden, Bell Hotel. 
7.30 p.m. 


BERKS AND BUCKS PUBLICITY ASSOCIA- 
TION meeting. H. Chilton. Com- 
munity Centre, Slough. 7.30 p.m. 
Wednesday, November 28 

REGENT ADVERTISING CLUB classical 
music evening. 


ADVERTISING DIARY 


SOCIETY OF DIPLOMA MEMBERS OF THE 
ADVERTISING ASSOCIATION meeting. 
Leonard M. Masius. Regent Adver- 
tising Club. 6.30 p.m, 

Thursday, November 29 
[NCORPORATED SOCIETY OF BRITISH 
ADVERTISERS (Lancashire section) 
meeting W. A. Slow and Alex 
Anscn. 5 p.m. 

PUBLICITY CLUB OF THE COTSWOLDS 
meeting. Plough Hotel, High Street, 
Cheltenham. 7.30 p.m 
PEGENT ADVERTISING CLUB. Public 
speaking night. 

PUBLICITY CLUB OF LONDON “Little 
Journey’’ to Reader's Digest. Ayles- 
bury. 

Friday, November 30 

PUBLICITY CLUB OF LEICESTER meet- 
ing. J. W. Harrison. Adult Edu- 
cation Centre, Belvoir Street. 
REGENT ADVERTISING CLUB. Canadian 
Box Social. 


vas Dat you should see 


Strimen Spstol Sbiieity can do 


10 Portman Mews South, W.1 (MAYfair 6867) 
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Leeds 
‘Heraldry is 
not dead’ 


“Trends in Heraldry” was the 

Wels of a talk by Lt. Col. Sy 

Lancaster Herald of the 

College of Arms, to members of the 

Publicity Club of Leeds at a 

luncheon meeting held at the Great 
Northern Hotel, Leeds. 

Lt. Col. Walker said that a few 
weeks ago a London evening news- 
paper asked the question: “Is 
heraldry as dead as the dodo?” and 
the writer had come to the “rather 
Startling” conclusion that not only 
was heraldry dead, but that heralds 
also were as dead as the dodo. 

That, said Col. Walker, was not 
true, for heraldry today was 
very much alive, in personal as well 
as corporate heraldry. They had 
only to look at the signs hanging 
outside shops in all our big towns 
and cities to see how widespread 
heraldric designs were becoming. 


Southampton 
Sea-way ‘a national 
heritage’ 


Southampton Water is a national 
heritage and it is the policy of 
Southampton Harbour Board to en- 
sure that its exceptional facilities are 
available to commerce and recrea- 
tion alike. It should be remembered 
that commerce pays for pleasures. 


O. H. Lewis, general manager and 
clerk to Southampton arbour 
Board, told a Southampton Pub- 


licity Club members’ luncheon this 
when he spoke in the series “South- 
ampton, is is Your Town.” 

Mr. Lewis said the development 
of the Port affected the town and a 
large area around it. 


SPORT 
IPA branch forms 


new section 


First event of the newly-formed 
sports section of Midlands branch of 
the Institute of Practitioners in 
Advertising was a snooker match 
between a Combined Agencies team 
and James Uptons Ltd. Some 28 
people attended and the match was 
started by Uptons’ managing direc- 
tor, Noel Montague. 

The match marked a “successful 
first step” for the new section, which 
aims, says J. E. Eden, studio 
manager of the Toon & Heath 
Organisation and chairman of the 
branch's sports and recreation com- 
mittee, at improving the esprit de 
corps between agencies themselves 
and their respective suppliers. 

It will organise such indoor sports 
activities as table tennis, billiards, 
snooker and skittles, and an outdoor 
programme of sporting events, in- 
cluding cricket, golf and tennis, is 
also being considered. 

The match resulted in a win for 
Uptons by a narrow margin. 


as.direct as direct mail can be 


what 
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TELEPHONE 65 
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Writer of direct ™ 
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oud mekes your customers end prospects went to 
business with you. Seles Letters Howse Orgens 


noth + ane Folders Broedsides Specie! Writing Assignments 
ROWELL MICHIGAN 


ORVILLE E. REED \ 
\ 


July 10, 1956 


Mr. Gaston Gonord, M.S.M.A. 

Simmonds (Postal Publicity) Ltd. 

82-84 Peckham Rye 

London S.E. 15, England eC ep 


Dear Gaston Gonord: 


It's letters like yours of June 26th that makes a fellow 


like me like a job like mine. fi 
ful work you are doing in direct Pon. 


The samples of the wonder 
mail are of vital interest to me. They are well prepared. 


The points you make are clear, concise, and full of "sell." 


What's more, your printing is far superior to the product 
we get from the average American printshop. 


Here's hoping you keep me “on your list", and periodically 
send me more of your product. 


We don’t ask for 


Praise—our only wish is 
to do the best Possible 
Direct Mail job for our 


clients. But a “bouquet” 


like this from one of 


America’s leading Direct 


% 


AWARDED Dartnell Gold Medal For Excellence /n Bumness Letter Writing — DMAA Best of /ndustry 


Mail men makes folks 


like us like a job like ours, 


The service we give our clients includes copy 


selective listing, designi inti — v ng connected with 
» Gesigning, printing, production—in fact rything 
<i : é ; everythi 
+ successful mailing campaign. We'd like to help you! 7 


ont Disect Mai howse ir his wouatiy with 
Puts Yo Mectattist- on Kure sfaff. “ 


82-84 PECKHA 
M RYE, LONDON, S.E.15 - Telephone: NEW CROSS 0331/3 


P| 
P| 
| Me Anerica 
# neil YY ego 
- N 7, ANIL bp A 
OER /mh 
| es 
es | 
Pe 
| = 
po 
a 
Scan En 
. POSTAL PUBLICITY LIMITED 
fos ole. ) ee a ae ir - 


ADVERTISER'S WEEKLY 


SOW WS YT 


SATURDAY 
SHYNESS 


eI don’t particularly mind what 
day of the week we go in as 
long as it isn’t Saturday. 
Saturday’s out as far as we're 
concerned. © ; 

As the “News Chronicle” states in 
an advertisement on pages 50 
and 51, there can be very few 
advertisers and space buyers 
who have not said this at some 
time or other. 

This attitude stems from the 
belief that Saturday is a bad 
shopping day. That is a 
fallacy, and there are farts and 
figures to prove it. 


Busy morning 


First consider some figures of the 
daily distribution of retaii trade. 
Tney were revealed by S. H. 
Leake, chairman of Selfridges 
Ltd. in a letter to “The Times” 
last year when he intervened in 
a controversy on shop hours. 

That great London store opens 
only for the morning on Satur- 
days and in a few hours does 
11 per cent of the week’s busi- 
ness, That compares with 16 
per cent in the whole day for 
Mondays and more than 17 for 
Tuesdays and Wednesdays. 
Thursdays are top with 23 per 
cent, though this is due to the 
fact that the store stays open 
until 7 p.m. that day 

There is clear evidence that 
purses can be opened by the 
enterprising advertiser on any 
day of the week. 


Greatest impact 


The “News Chronicle” survey— 
conducted by Gallup among 
the readers of another news- 
paper—carries the story a stage 
further. It shows that the 
overall impact of Saturday 
advertising is greater by far 
than advertisements appearing 
on weekdays. 

The “Chronicle” is to be con- 
ratulated for sponsoring this 
imaginative research. And the 
advertising business as a whole 
should accept its advice and 
initiate a full-scale investigation 
into advertisement reading 
habits. 

Then the Saturday shyness which 
has characterised too many 
advertisers for so long can be 
banished with the already 
debunked “dead August” 
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TALKING POINTS 
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‘Ads stiffen editorial backbone,’ an 


editor says 


DES advertising interfere 
with editorial freedom? 

Certainly not, says the presi- 
dent of the American Society 
of Newspaper Editors. On 
the contrary, advertising 
stiffens the editorial backbone. 

That may sound strange to 
editorial men who may occasion- 
ally have heard a whispered sug- 
gestion from “the other depart- 
ment” that a good advertiser 
merits a good story. But let 
Jenkins Lloyd Jones, of the Tulsa 
Tribune, develop his own argu- 
ment: 

“The newspaper that is barely 
surviving is the newspaper that 
is least able to be forthright and 
most likely to be timid and venal. 
The penniless newspaper, like the 
penniless young lady, is more 
susceptible to a proposition than 
one well-heeled. 

“Not only does advertising pro- 
vide the money for a decent 
editorial job, but independence 
and prosperity almost inevitably 
march hand in hand, since even 
the most fawning editorial writer 


NASSER ! 
HUNGARY! THE AMERICANS! 
RATIONING?! 

TO BLAZES WITH THEM 

ALL! 


Get yourself a T.V. ond Radio 
and enjoy yourself 
i 


How’s this for bad taste? It is 
the heading of a six-inch double 
column advertisement for Goun- 
dry’s of Reigate which appeared in 
the “Surrey Mirror” last Friday. 
Reginald Levi, of Hulton Press Ltd., 
spotted it. He comments: “This 
advertisement must be one of the 
most callous ever to have been 
printed in a newspaper in this 
country.” 


could not please all the adver- 
tisers ; their interests and desires 
are likely to be conflicting. 

“So I would like to come to 
the defence of the frankly com- 
mercial press. Advertising and 
advertising men are more respon- 
sible for hard-hitting reporting 
and objectivity in handling of 
news than anyone gives them 
credit for.” 

There are two lessons in this: 

For the editorial man : Learn 


% WELLINGTON PRESS 


“Ho! Not much in this one 
this time—reckon the Gas 
Council’s cut in publicity is 
beginning to tell!” 


to appreciate the value of a 
strong advertising content. 

For the ad man: Don't fear a 
strong, independent _ editorial 
policy ; it’s all tied up with pub- 
lishing prosperity. 


TWO FACED 

T’S always dangerous to sug- 

gest that anything is new— 
but surely there is something 
different about the heavy cam- 
paign which has just begun for 
Grant’s Stand Fast whisky? 

Has anyone before used large 
spaces in the national newspapers 
and magazines to advertise the 
pack rather than the product? 

“This new bottle will add to 
my enjoyment of Stand Fast” 
says the testimonial of Michael 
Ayrton (Who's he? asks Bulbous 
Nose in the 9.46. The ad doesn't 
say). 

But what does the retailer say 


about the new pack? Shelf 
identification is not easy with the 
label wrapped round two sides 
of the triangular bottle. 


RSVP 


INDNESS and courtesy are 
sadly disappearing from the 
world. But need the advertisers 
of situations speed the departure? 
Regrettably it is becoming com- 
mon practice to ignore the un- 
successful applicants for jobs. 
No acknowledgment. Not even 
a small follow-up advertisement 
saying that the position has been 
filled. 

One of a number of readers 
who have complained about this 
lack of response says: “After a 
bout of illness I wrote four or 
five letters a week for almost a 
year applying for jobs. The 
magnificent response has been 
two letters only.” 

Heartless? Yes. 
relations, too. 


OUT OF PUFF 


Yh byoony of poor public relations 
lets in the complaint of 
another correspondent. 

He says: “We wrote in reply 
to an advertisement for an 
‘editorial publicity organisation,” 
but to date we have had no revly 
or acknowledgment—two weeks 
after writing. They reallv do 
need someone to advise on PR!” 


HERE is something rather 

ironic about an attractive 

little promotion folder now being 

distributed for an Iraqi news- 
paver. 

It describes “‘a country eager to 
develop ... rich in oil and agri- 
culture, with a sound currency 
linked to sterling and needing 
manufactured goods of every 
kind.” 


Poor public 


TOMORROW'S TOPICS 


©@ Well-informed forecast is that 
an advertising research founda- 
tion on American lines is un- 
likely to be set up in Britain. 

@A journal dealing with travel, 
music and the theatre, now 
published every two months, is 
to become a monthly. 


®@Self-service is coming to 
Britain’s hardware stores on a 
big scale. Low-priced adapt- 
able shelving has made this 
possible. 

®@ Further developments in news- 
paper colour printing are 
expected soon. 


POSTAL ADVERTISING SERVICES LTD 


Specialists in every phase of Direct Mail Advertising 
144 CHARING CROSS ROAD LONDON WC2 


Write or ’phone for a FREE copy of Creative Postal Advertising 


@ Expect a big battle in the foun- 
dation garment field next year 
with record appropriations for 
Continental products. 

@ A bedding information bureau 
is to be set up. It will be 
svonsored by the manufac- 
turers. 

@ Renewed attacks on advertis- 
ing are vlanned by the Opposi- 
tion. They will be launched 
when private members’ Bills 
dealing with horticultural pub- 
licity and hire wurchase adver- 
tising are introduced. 
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UT a poster on a National Solus Site and it will be seen by shoppers in 

their thousands. Seen because it stands apart, away from other 
advertising. Seen right in amongst the shops, at the very point of sale. This is 
why National Solus Sites — placed strategically in every major town in 
England and Wales — mean more sales, less cost. 


NATIONAL SOLUS SITES LTD. 


56/60 STRAND, LONDON, W.C.2. TELEPHONE: TRAFALGAR 4922-3-4 
DIRECTORS : T. A. Allam (Managing Director), S. E. Carter, P. W. Felton, R. H. Lawson 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION LTD. 
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ANOTHER NEW RECORD FOR | 
NET SALES | 


WOMAN’S OWN takes yet another step forward with this new 
record sales figure—further proof of the ever increasing power of 


this great national weekly for women. 
TREMENDOUS COVERAGE! 
IMMENSE READER CONFIDENCE! 


ECONOMIC RATES! 
It is not surprising that the demand for advertisement space 
in 1957 is at a record level. 


eae 


STUART MANPER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LIMITED, TOWER HOUSE, SOUTHAMPTON STREET. W.C.2 
TEMPLE BAR 4363 (40 LINES) 
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| NOW EXCEED 
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ONCE an agreement has 


been registered in accor- 
dance with the new Parlia- 
mentary Act, it may be 
brought before the Restrictive 
Practices Court by _ the 
Registrar for investigation. 

This may, of course, take some 
time, and it is important to note 
that until the court has dealt 
with the matter the validity and 
legality of any agreement Ic- 
mains unimpaired. 

The Restrictive Practices Court 
consists of three judges of the 
High Court, one judge of the 
Court of Session, one judge cf 
the Supreme Court of Northern 
Ireland and 10 other members 
chosen for their knowledge of 
industry, commerce or public 
affairs. Normally the court will 
sit in divisions consisting of one 
judge and two other members. 

Agreements on the register wiil 
be brought before the court in 
turn by the Registrar, who will 
apply to it for a declaration 
waether or not the agreement in 
question is contrary to the public 
interest. 


Basis for operation 


The hearing will follow as far 
as possible normal High Court 
procedure. If the court decides 
that the agreement is not con- 
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THE RESTRICTIVE PRACTICES ACT—2. Last week 


our LEGAL CORRESPONDENT dealt with the 
registration of agreements. In this 
concluding article he outlines— 


How the new Act affects 
resale price maintenance 


addition, the court can, on the 
application of the Registrar, 
make orders restraining the 
parties from giving effect to the 
agreement or making any other 
agreement to the like effect. 

In deciding whether or not the 
agreement is in the public 
interest, the burden of proof is 
put squarely on those who say it 
is. A restriction is to be deemed 
contrary to the public interest 
unless the court is satisfied of 
any one or more of a number 
of special circumstances—and is 
further satisfied that the interests 
of the public, or persons not 
parties to the agreement who buy 


necessary to protect the public 
from injury (e.g., restrictions 
on the distribution of danger- 
ous goods). 

@ That the removal of the 
restriction would deny substan- 
tial benefits or advantages to 
the public. 

@That the restriction is 
necessary to counteract 
measures taken by one person 
not party to the agreement to 
restrict competition. 

@That the restriction is 
reasonably necessary to enable 
the parties to negotiate fair 
terms with a monopoly buyer 
or supplier. 


areas where the 

carried on. 

@ That the removal of the 
restriction would be likely to 
have a serious effect on exports. 

@ That the restriction is a 
necessary ancillary to another 
restrictive trading agreement 
which has been approved by 
the court. 

In deciding whether these con- 
ditions are present and balancing 
them against the general public 
interest there is room for endless 
disagreement and, if one thing is 
certain about this part of the 
Act, it is that the court will have 


industry is 


or sell or use the goods, do not 
outweigh the special circum- 
stances. 

The special 
are:— 


@ That 


0 


trary to the public interest, the 
parties can continue to operate 
nm. 


If the court decides that it is 
contrary to the public interest 
the agreement is void and, in 


circumstances 


the restriction is 


0 


Housewives 
Regularly Read 
Local Papers in Kent 


| ag 
KENT MESSENGER 
| 


GROUP | 


many difficult problems to solve. 
None of its decisions are likely 
to meet with the approval of 
more than one party, if that. 
The second part of the Act 


@ Continued on page 22 


@ That the removal of the 
restriction would be likely to 
have a serious and persistent 
adverse effect on the general 
level of employment in the 


eo they were asked to design the travel agency interior for 
Aviagents Ltd., of Regent Street, London, W.1, James Stratton & 
Associates Ltd.'s brief was to organise the whole thing on a limited 
budget. Also they were told to avoid all the expensive decor devices 
which have been used so frequently by the big air lines and shipping 
companies—such objects as copper maps, air foil sections, etc. The 
angle taken up by the James Stratton people was that this travel agency 
was run entirely by women—but not entirely for women. It was 
therefore agreed that, while the interior should have a business-like 
air, it should also be given a slightly feminine touch. With that in 
mind, the dominant feature (the back wall) was covered with a silk- 
screen fabric printed in bright reds, blues and yellows, and showing a 
Mediterranean scene. The fabric had originally been producd for 
dressmaking—but the present effect is both gay and charming. The 
tables and chairs were designed by Stafford Furniture Ltd., and the 
contractors were F. E. Ward (Hammersmith) Ltd. 
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" As a bookstall manager... | 


I can usually recognize readers of 


SHE 


Well, that’s what I used to say a year or two ago, when | Even husbands buy it to take home. ‘It’s a good shillings- 
the magazine first started—but now I’m not so sure. SHE | worth’ one man said the otherday, ‘but it costs mea packet 
has caught on so well with women of all ages and types | in the long run. Every time my wife and daughter look at 
that you never know who isn’t going to ask for a copy! | theadvertisements they seem to find something they want!’ 


It pays to keep on advertising in Britain's liveliest monthly magazine for women—and it costs only £265 a page 
F. H. Ayre, Advertisement Manager, SHE, 21 Ebury Street, London, S.W.1. SLOane 7221 


SHE is published by THE NATIONAL MAGAZINE COMPANY LIMITED 
Publishers of : Good Housekeeping - Harper’s Bazaar - Vanity Fair - House Beautiful - She - The Connoisseur 
The Good Housekeeping Books. Proprietors of : The Good Housekeeping Institute 
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As advertising consists of conveying ideas by 


precise mechanical methods it seems 


logical 


that the production stages should be concerted. 


This is why St. Clements have developed a 


comprehensive typesetting, blockmaking and 


stereotyping service which we would remind 


you works a 24 hour day. 


P.S. stands for Personal Service and employing close 


co-ordina- 


tion in our departments to meet your people’s requirements. 


St Clements 


typesetting 
process foundry 
complete day and 
night service 


ST. CLEMENTS PRESS LTD. 
PORTUGAL STREET, KINGSWAY, W.C.2. Telephone: 


HOL 7600 


tw 
i] 
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Resale price maintenance— 


effect of the new Act 


deals with the impartial question 
of resale price maintenance. 

As the law stood previously, a 
manufacturer who sold his 
branded goods subject to fixed 
resale prices, could not enforce 
them in the courts against a re- 
tailer unless he sold direct. 


Complying with terms 


If, as usually happened, the 
goods passed through the hands 
of one or more intermediate 
dealers, the manufacturer, since 
he had no contract with the re- 
tailer, could not compel him to 
abide by the terms. The only 
exception was in the case of 
patented goods. Here any dealer 
who knew that the patentee had 
duly licensed the use of the 
patent, on terms which included 
restrictions as to resale prices, 
could be sued if he failed to com- 
ply with the restrictions. 

As a result of this rule, trade 
associations have developed a 
system of collective enforcement 
of resale prices depending ulti- 
mately on the sanction of placing 


| any persistent price-cutters on a 


stop-list. In this way they saw 
that he got no supplies from any 
nember of the association. After 
some doubt, this method was 
finally held to be quite lawful. 

The Act exactly reverses the 
position. 

On November 2 collective 
resale price maintenance be- 
came illegal. However, indi- 
vidual suppliers may _ still 
enforce their resale prices in 
the courts on any dealer in 
their goods—whether or not 
they have been bought direct. 


Arrangements for business 


The Act makes illegal any 
agreement or arrangement 
between two or more persons 
carrying on business in the UK 
as suppliers of goods either: 

(a) To withhold supplies of 
goods for delivery in the UK 
from dealers (whether party to 
the agreement or arrangement or 
not) who resell, or have resold, 
goods in breach of any condition 


| as to the price at which those 
| goods may be resold. 


(b) To refuse to supply goods 
for delivery in the UK to such 
dealers except on terms and con- 
ditions which are less favourable 
than those applicable in the case 
of other dealers carrying on busi- 
ness in similar circumstances. 

(c) To supply goods only to 
persons who undertake, or have 
undertaken, to withhold supplies 
of goods, or to refuse to supply 
goods, as aforesaid. 

The Act also makes illegal any 
agreement authorising the re- 
covery of penalties from dealers 
who resell goods in breach of 
resale price conditions. 


Thus, in the case of this 


particular collective restrictive 
practice, there is no question of 
awaiting the Restrictive Practices 
Court's decision on any particular 
agreement. They are all auto- 
matically banned, lock, stock and 
barrel, by the Act itself. 

There is nothing illegal in pres- 
cribing resale prices. It is only 
illegal to agree together to enforce 
each other’s resale prices. 

Furthermore, it is made illegal 
for dealers in goods to agree to- 
gether not to take goods from 
suppliers who refuse to prescribe 
resale prices. It is not, however, 
unlawful for a supplier when 
supplying goods with a fixed 
resale price to agree with the 
retailer that he will only supply 


HOW TO REGISTER 


In his opening article last 
week (ADVERTISER'S WEEKLY, 
November 16, page 18) our 
por Correspondent pointed 
out that under the mew Act 


parties to them. Where an 
agreement is made by a trade 
association all the members 
of the association are deemed 
to be parties to the, agreement. 
If, however, an agreement has 
been registered by one party 
that is enough. No doubt, in 
the majority of cases, agree- 
ments will be registered by the 
relevant trade association. 
Agreements must be registered 
with the Registrar of Restric- 
tive Trading A Ru- 
og Leigh Sich, whose office 


that type of goods to other 
retailers on the same terms. 

Thus the effective, if sometimes 
oppressive, method of enforcing 
resale prices in use up to the 
present has been outlawed and 
replaced by a method which may 
well prove far from effective. 

Under the new system, the 
manufacturer who wishes to 
enforce his resale prices, instead 
of having the weight of his trade 
association behind him, will have 
to find out which retailers are 
selling his goods at cut prices 
(there is no reason, of course, 
why the association should not 
help in that) and then bring 
separate action against each of 
them in the court. 

That may be feasible for large 
manufacturers (there is no restric- 
tion on co-operation between sub- 
sidiary companies of the same 
group) but in the case of a small 
manufacturer, marketing a pro- 
duct through trade channels to 
a large number of retailers, it 
may well prove practically im- 
possible. 
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SPORTING C and the jong and the short of it is that these further 
EVENTS examples of screen printed posters were produced 
by a team of experienced craftsmen in one of 
the best equipped organisations of its kind in 
the country 
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who are confident of their ability to give you 
complete satisfaction from every angle 
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POSTERS , BUS STREAMERS ~ LINEN BANNERS : SHOWCARDS. 
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BY maintaining without 

default a policy of con- 
stant development and innova- 
tion tempered with caution, 
Charnos Ltd. have reached an 
enviable position in the British 
nylon stocking market. Today 
they claim to be not only the 
pioneers but also the leaders 
in style and quality among 
British producers. 

To recall some of the major 
Charnos introductions over the 
past three years is to outline, in 
fact, the whole industry's de- 
velopment. These are set out in 
an accompanying box. 

During this important period 
of major development, other 
innovations and promotions have 
been announced, such as: 

@Contract to supply the 
Glyndebourne Opera Company 
with crepe nylon opera hose 

@Scheme to supply nurses 
with black nylon hose through 
accredited retail stores 

@ Formation of a Charnos 


Colour Council to advise on 
colour choice 


Ability to experiment 


The factors enabling Charnos 
to take a lead must include the 
fact that they throw and finish 
their own yarn and are -thus able 
to experiment and develop new 
yarns ahead of other manufac- 
turers (very important, this, in the 
light of crepe nylon development). 
Moreover, since their foundation 
in this country in 1933 they have 
manufactured only fully- 
fashioned stockings. 

In 1955 they opened up an 
additional 21,000 square feet of 
factory space which enabled them 
to reorganise production and thus 
minimise the amount of move- 
ment which stockings undergo in 
the course of production. This 
sped up production and greatly 
the risk of damage in 
handling—a great hazard when 
dealing with such a delicate yarn. 

At a luncheon given by the 
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@ In the highly competitive field of stocking 


merchandising, guesswork as to what the 


customers want—or can be persuaded to 
accept—must be cut to the absolute minimum 


Success through constant tests 
and market research 


This year the Charnos people 
have produced a _ Christmas 
“sleeve” package specially de- 
signed in the company’s colours— 
pink and green. There are two 
sizes : One for the small fold pack 
used for “Stretch” stockings and 
the other for the long fold variety. 


directors of Charnos Ltd. to retail 
buyers and trade press at the 
Savoy earlier this year, Rolf 


What do you wear 


afier 6 o'clock? 


In this way the 
Charnos company 


popularised the idea 

of different stock- 

ings for evening 

on wear in the press. 
tt all This advertisement 


was placed in the 
“Queen” and the 


\4 “Tatler.” 


» 


\ Sheer-S-T-8-E-T-C-hi 


The Charnos com- 
pany were the first 
in Britain to intro- 
duce sheer stretch 
nylons marketed 
under the 
“Sheer-stretch.” In 
September, 1955, mm Se 
they brought in a <i by er sees 
new type of trans- 
parent film pack (2. 
which enabled the 
buyer to see the 


the unrest 


Uhr iling, stevehiougs 
sinee your fina = of nylons 


) \ 


Sed 


heel. NEW SHEER NYLONS THAT LAST LONGER 


Noskwith, the managing director, 
paid a tribute to the good ser- 
vices of his advertising agents, 
Colman, Prentis & Varley Ltd. 


Mr. Noskwith has given it as 
his opinion that since 1953, when 
the agency took over the hand- 
ling of the Charnos account, a 
standard of nylon stocking adver- 
tising was initiated and has been 
maintained which has, step by 
step, brought home to the con- 
sumer the high standards of 
Charnos policy and production. 


From that date. he maintains, 
Charnos advertising has been 
noted for its eye appeal, its 
matier and its continuity, Its 
basic theme, which is reiterated 
by the editorial publicity cam- 
paign handled by Voice & 
Vision, is to urge women to 
wear “The Right Stocking for 
the Right Occasion.” 

In its broadest sense this 
divides stockings into two cate- 
gories—daytime stockings and 
evening stockings. Eliminating 
all confusing technicalities such 
as “denier” and “gauge” where- 


ever possible, the Charnos story 
has been developed around these 
two categories. 


Two colours were chosen to 
@ Continued on page 26 


Charnos 


milestones 


May, 1953: Pioneers in the 
introduction of service weight 
stretch nylon stockings. 

Dec., 1953: The first in 
Britain to introduce 12 denier 


ngs. 

Mar., 1954 : Introduce “No- 
Run Siurdies” (service weight 
stretch nylons knitted in pin- 
point mesh). 

May, 1954: The first in 
Britain to announce plans to 
introduce 20 denier stockings. 

May, 1955: Introduce 
“Crepe Clouds”—the first 
semi-sheer stretch nylon stock- 
ings—immediate, and main- 
tained, best-sellers. 

June, 1955: The first in 
Britain to introduce sheer 
stretch stockings (their famous 
“Sheer-S-T-R-E-T-C-H,” thus 
completing the set of stretch 
stockings in all weights). 

May, 1956: Announce a new 
semi-sheer stretch stocking to 
give harder wear, plus softer 
finish, plus glamour (“Sheer 
Clouds”) to be ready before 
the end of this year. 
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THE FACTORY BEHIND THE DISPLAY 


HE ACME factory with its new wing 
is Europe’s largest plant producing 
point-of-sale material of all types, and 


occupies an area of 2} acres with an § ! 
additional 14 acres of land for further 
development. Acme production, , 


backed by a team of 50 designers, WA PARES STOCKIST ¥ 


brings a complete service to adverti- 
sers. Top quality showcards, displays 
and signs at competitive prices are 
the keynote of this service. 


- Wall Sign with Perspex Panels 
“and applied Perspex letters. 
~ Designed and produced for 


AGME +0 


ACME SHOWCARD AND SIGN COMPANY LIMITED 


Paragon Works « Green Street - Enfield - Middlesex - Telephone: Howard 1651 
Showrooms: 9 South Molton Street - London WI - Telephone: Grosvenor 7458 
Crown Buildings - James Watt Street - Birmingham 4 - Tel: Central 2325 
25 Wellington Street - Glasgow C2 - Telephone: City 0822 
Resident Representative in Mancheste 
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Six months, 
they gave us... 


No flowets by request. Those who so 


kindly planned a decent burial for us can take another 


look and see—Britain’s fastest growing Direct 
Mail Agency! Those other more far-seeing friends 
who believed we had it in us have seen us do 
the things we said we would, and even more. 
This is how we've kept our promises in our first 


six months. 


Our new technique has taken the “hit or miss” out of list 
building. Our clients’ mailings get to the people we plan 
should receive them— and only these people. Sounds too 
easy — but with a little “know-how” and a lot of hard 
thinking, we actually do it. 


DOWN TO THE ROOTS 


We asked our clients to consult us as advertising people in 
our own medium—not as just a mailing house. This policy has 
paid handsome dividends in Direct Mail that “knows where 
it is going’ in more senses than one and brought high 
response at economy costs. 


We have needed and engaged more staff. A recent import- 
ant addition is Mr. M. F. Bill, who is no newcomer to the 
business. Previously with Smith, Dalby-Welch, Ltd., and 
latterly B.I.A., as “Mr. Michael”, he became well known as 
a personable fellow who gets things done. As an Account 
Executive we think he'll go a long way with us. Extended 
premises and more telephones have been laid on to keep 
pace with our growth. 


So you see, it’s no epitaph, but a progress report in its 
truest sense we can give today. If you have a problem 
you think might be solved by direct mail (we'll tell you 
frankly if we think it can’t) let us have an early talk. 
We offer you an exceptional service if you will 


call in 
Britain’s fastest growing 
Direct Mail agency 


Robb Holland Ltd | 
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‘Day and Night’ ad girls 


| For the autumn buying period this year, Charnos brought in this shade 


stimulate stocking sales 


| card giving the six new fashion-keyed colours. This upright folding 
pack—ideal for counter and window display—contained details of the 
stocking styles available in each of the new colours. 


| identify the groups — green for 


day and pink for evening—and 
appear in all colour advertising, 
packaging and display material. 
The figures of two elegantly 
dressed women, known famili- 
arly as “the daytime girl” and 
“the evening girl” illustrate the 
story and are used together or 
separately. Cosgrove was the 
artist initially chosen to produce 
the figures, and since then he and 
Gruaua have rung the changes. 
These figures have been mate- 
rialised for incorporation in eye- 
catching mobiles for window dis- 
play. 

The Charnos copy constantly 
reiterates the message to choose 
the right stocking for the right 
occasion but goes much further 
than this. Factual information 
is given to help women to un- 
derstand the strength and 
weaknesses of nylon, and to 
enable them to get the greatest 
satisfaction possible from them. 
A series of counter leaflets has 

been produced and is periodically 
augmented to further this policy 
of consumer education, for 
Charnos and Colman, Prentis & 
Varley firmly believe in telling 
the full story of nylons. 


Consumer tests 


Charnos ensure, too, that when 
they launch a new line they can 
do so with contidence in its re- 
ception from buyer and con- 
sumer. By issuing questionnaires 
and experimental stockings to 
selected lists of buyers and mem- 


| bers of the women’s press months 
| ahead of final production date 


they obtain unbiased and honest 
reactions which are seriously con- 
sidered and acted upon. Thus, 
12 months before the new long 
fold pack for all non-stretch 
stockings was introduced last 
year, hundreds of women, all 


But darling, 


I'm not extravagant! 


Xe 


Bee -binen ? (ome om. oyehaee 
Well, thaw 
their Grade 1 
2 LY ie tee ete heer 


Unereness” Then whe 
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Charnos Bee-lines 


puorsntoed gyot he perieoet> tor wear an 


“Reason-why” copy was strongly 
used by Charnos to establish their 
“Grade B” nylons. 


aware of public taste in some de- 
gree, had been asked to comment 
upon its advantages and disad- 
vantages, 
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“ To us, the ‘ Chronicle ’ is much more than a “ service 


journal’: it has become a constant friend, bringing each 
week stimulus, sound knowledge, and ever helpful advice. 
It is fitting that at this time we should express our appre- 
ciation and gratitude for the guidance we have found in 
its pages ; its authoritative answers to so many of the 
a, legal and financial problems which beset us; its wide- 

ite ranging reviews on new ideas and developments; its 
325 staunch advocacy of the greatest practicable independence 
ee for local government ; and above all, for its consistent 


Des support for all that Nalgo has sought to do to enhance the 
rte: efficiency, status, and prestige of the service and its officers.” 
Se FROM J. H. Warren, O.B.E., M.A., D.P.A., General 
Se Secretary of the National and Local Government 


mes: Officers Association 


“ Throughout the years THE LOCAL GOVERNMENT 
CHRONICLE has helped to promote interest in local 
government and to assist and stimulate its members and 
officers.” 


og The Right Hon. lain Macleod, M.P. 


27 


““T have been a regular reader of the L.G.C. for the past 
30 years and I have always found it to be a most useful, 
helpful and practical publication.” 


FROM J. J. McIntyre, C.B.E., Secretary of the Rural 
District Councils Association 


“TI look upon the services of THE LOCAL GOVERN- 
MENT CHRONICLE in disseminating information and 
opinion as a most valuable aid to a better understanding 
of our common problems.” 


The Right Hon. John Boyd-Carpenter, M.P. 


“In the past hundred years the great progress made in 
the field of local government aad the many engineering 
achievements in that field have been recorded and com- 
mented upon in your journal to the great benefit both of 
the local authority officers and the elected representatives.” 


Rowland Nicholas, C.B.E., President of the Institution of 
Municipal Engineers 


the Loeal Authorities a musT include 


the ‘Chronicle 


in your 


—UNDOUBTEDLY THE MOST INFLUENTIAL PAPER REACHING 


chedule 


ALL LOCAL GOVERNMENT 
CHIEF OFFICERS 


£1,700,000,000 IS THE ANNUAL EXPENDITURE 
OF BRITAIN’S 2,000 LOCAL AUTHORITIES ON 
GOODS AND SERVICES. 


“EMeER OF THE 
avorr suRsAU 
OF CIRCULATIONS 


The 
largest 
published 
circulation ’ , 

of any \ ths a 
Municipal at 
Weekly \~ 


PATRICK SMYTH, 


THE 


Local Government @ 


Chronicle 


read each week by those who make purchasing 
decisions and recommendations to committees 


Advertisement Managers : 


TEL. FLEET STREET 0197 
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... THESE readers say ul = us 
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178, FLEET STREET, LONDON, E.C.4, 
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Are you selling in this 


NovemBer 23, 1956 


Of course, you are; twenty million people livdhere ! But are you reaching the larger audiences | 


Biggest Audiences 


Weekend Audiences are the Biggest 


Weekend programmes feature the top-rating shows — the 
mass appeal shows that attract the largest number of viewers. 
This means that through the ABC Television Network you 
will get audiences like this : 


@ _800,000-1,000,000 homes reached by average Saturday / 
Sunday shows. 


1,250,C00 homes reached by top Saturday /Sunday shows. 


6 out of 10 homes. Starting next January, you will be 
able to reach 1,650,000 homes in the Midlands and North 
through ABC. In other words, your sales message will 
reach 6 out of 10 ITV homes! 


More people. At weekends families get together, visitors 
call in to watch television. Recent reports show that on 
Saturday and Sunday evenings there are 48 visitors in 
every 100 Midlands homes tuned to ITV. For you, this 
means... 


A free bonus of 16°, greater audiences. 


More response. Weekend audiences are more relaxed — 
more responsive to your sales messages. 


y Fast growing. Read on and you'll see that ABC gives 
you fast growing audiences throughout its network. 


And remember, the total ITV audience is growing fast, too. 
At the current rate 200,000 more sets are capable of receiving 
ITV’ every month. 


Best-known shows 


Buy into ABC time segments and you get the best-known 
shows, the glamorous shows, the prestige shows which will 
be associated by vast audiences with your products. Here 
are some of the programmes .. . 


“ Armchair Theatre” — Will reach an audience 
of over 3,125,000 people in ABC areas in 1957. 


“64,000 Question” — T: 
talked-of programme of all. 


most 


“ Sunday Night at the London 

Palladium” — The programme 

more often in the “ Top 10” than 
any other. 


And there are many other mass appeal evening shows to sell your 
products: Film Fanfare, Assignment Foreign Legion, Highway 
Patrol. On Saturday and Sunday afternoons ABC has spared no 
effort to build the success of the “ Family Hour ”’, featuring such 
popular shows as Sir Lancelot, Robin Hood and Wild Bill Hickok. 
Glamorous, romantic, exciting, there’s something toappeal toall tastes. 


You Get a Stable Programme Structure for 1957 


The new ABC programme pattern has achieved a high degree of 
stability. You get all the benefits of continued weekend programmes 
built around the great prestige shows mentioned here. 
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market in 1957? 


ABC Television offers in this market ? This is why you should }— * 


Really low costs 


You already have ABC’s 1957 rate card. It provides for the 
most precise planning possible with all these advantages : 


@ Costs going down. 1957’s costs per 1,000 homes will be 
as much as 60%, lower. 


@ The early 1957 costs per 1,000 homes will range between 
6/- and 14/- (with many off-peak low-priced buys 
available). 


Buying the Network. ABC’s rate structure offers 
generous series discounts for the advertiser who simpli- 
fies his time-buying by taking the complete ABC 
network and covering 6 out of 10 homes with one order. 


@ Falling costs throughout 1957 as audiences continue to 
grow. 


This market is your market! 


The 20,000,000 people in this market are your customers ! 
Take advantage of the big weekend audiences, the mass 


appeal shows, and the low cost per 1,000 homes obtainable 
on the ABC Television Network. 


Complete your i957 schedule by buying 
into ABC time segments now 


~ Sell through the 


ADVERTISER'S WEEKLY 


Yorkshire Area 


This is the vasa 1T V weekend market that ABC—and only ABC—.:an offer you. 
Midlands area: 7,076,000 population. Birmingham conurbation: 2,257,000 
population. 

Lancs. area: 7,110,000 population. Manchester conurbation: 2,411,000 
population. Liverpool conurbation: 1,388,000-population. 

Yorks area: 5,500,000 population. Leeds conurtation: 1,682,000 population. 


For full details of all ABC shows, and to discuss any aspect of 
your 1957 schedule, please contact : 

London Office: 

George A. Cooper, 

Advertisement Controller, 

ABC Television, Film House, 

Wardour Street, London, W.1. 

GERrard 7808. 
Northern Office: ARDwick 5641. Midlands Office: NORthern 


ABC. 


ABC Television Network [revision; 


A member of the Associated British Picture Corporation Group 
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‘Cost per 1,000’: 
need for clear 
thinking 


Sir,—The article (November 9) 
on “Cost per 1,000” does well to 
expose the thorny questions 
which lurk for the begging be- 
hind glib citations and compari- 
sons of “Cost per 1,000”—made, 
all too often, in defence of pre- 
judice or in default of judgment, 
either to convince an advertiser 
that he is getting value for money 
or to justify the choice of one 
class of media in preference to 
another. 

The point is particularly perti- 
nent at the moment, when tele- 
vision is apt to be unfavourably 
compared with press on this 
score. 

Such comparisons between one 
class of media and another are 
quite inadmissible. A_ parallel 
or two may serve to point their 
absurdity. It costs less per 1,000 
miles to travel by motor-scooter 
than to do so by train. The cost 
per 1,000 square feet of decorat- 
ing wall-space is lower by water- 
paint than by oak-panelling. .. . 
The real truth of either proposi- 
tion could only be demonstrated 
with reference to a specific pur- 
pose and set of circumstances. 

Board of Trade returns reveal 
the attendances at cinema per- 
formances. Postmen __ deliver 
addressed envelo to a high 
proportion of the appropriate 


MORE LETTERS TO THE EDITOR 
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letterboxes. Automatic audience 
meters placed in television homes 
permit remarkably accurate esti- 
mates of the number of sets re- 
ceiving every minute of ITA 
transmissions—and other devices 
analyse the average composition 
of television audiences. 

In each case, it is no more than 
a common-sense inference that a 
high proportion of the known or 
estimable target will be reached 
by use of such media. No com- 
parable inference can be made 
for press, transport, outdoor or 
radio advertising. No compar- 
able data are available. 

What valid comparisons, then, 
can be made at this level between 
one class of media and another? 
All one can say with assurance is 
that some media classes are more 
speculative than others; tele- 
vision, on the face of it, the least 
so. Every class deserves con- 
sideration purely on its merits. 

“Ex-AGENCY MAN” 

(Name and address supplied.) 


Too many 
standards 


Sir,—I read with interest your 
paragraph (November 9) regard- 
ing the Newspaper Society's 
recommendation for a standard 
rate card. 

In my 


opinion we “spoon 


(see also cover ii) 


feed” advertising agents enough 
as it is, and I am not in favour 
of standardisation in any form. 
Surely agents’ filing systems 
could be adapted to accommo- 
date any size of rate card. 

To tollow this demand for 
standardisation to its logical con- 
clusion, I shall be interested to 
see when the Newspaper Society 
recommends a standard size space 
order form for agencies. 

J. E. CHAPPELL, 
Advertisement manager. 

British Legion Journal, 
London, S.W.1. 


Why do they 


quarrel ? 
Sir,—Why, in your columns, 
is the salesman’s right hand 


(direct mail) quarrelling with his 
left hand (trade press)? 

Hundreds of manufacturers 
have proved beyond all question 
that for anyone selling to indus- 
try or commerce the most effec- 
tive and powerful marketing 
combination is: the trade press— 
for name-publicity and prestige; 
direct mail—to put over the sell- 
ing points in detail and to ensure 
full coverage; and the sales force 

-to get the orders. 

Pit two salesmen of equal 
calibre (selling approximately the 
same product but different 


brands) against one another. 
Back one with regular trade press 
and equally regular direct mail; 
and give the other nothing more 
than an occasional pep talk. One 
will spend his time selling, the 
other will waste much of his time 
telling. 

The difference between the 
amount of orders they bring in 
will be approximately 334 per 
cent—and I know who will get 
the most. 

Gaston GONORD, 

Account executive. 
Simmonds (Postal Publicity) Ltd., 
London, S.E.15. 


Off the beam 


Sir,—I am afraid your corre- 
spondents (November 9) have 
missed the point in regard to the 
advantages of the trade paper 
with small circulation against 
direct mail. 

The trade paper is not given 
away. If it is like our own paper 
it is either directly ordered 
through a newsagent or bought 
on subscription; it certainly does 
not come unasked for. 

Nobody pays a subscription to 
a newspaper in order to put it 
into the wastepaper basket. 

The Grower, S. C. CHANDLER, 
Doughty Street, W.C.1. 

(This correspondence is now 

closed.—Eprror.) 


The two journals 
over 


that reach well 
100,000 Motorists each month 


"The 


AUSTIN «MOTORING 


The Austin Magazine, 
Austin Motor Co. Ltd., 


Be 


Magazine" 


FOR READER RESPONSE AT ECONOMICAL 
RATES THEY ARE UNSURPASSED 


Full details, specimen copies and advertisement rates relating to these 
journals may be had on application to the Advertisement Manager. 


84, Promenade, 
Cheltenham. 
Tel : 52733. 


Motoring, 
The Nuffield 
Organisation, 
Cowley, Oxford. 
Tel : 77777. 
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PACKAGING EXHIBITION 
OLYMPIA, JAN. 22-FEB. 1 


Largest Packaging 
Exhibition Ever 


Your LAST CHANCE 


—to book space in 
ACT : “Packagineg’s”’ 
NOW - SPECIAL SHOW NUMBER 


RING: CITY 300I 


lackaging 


_ THE TUDOR PRESS LTD., 75 CARTER LANE, LONDON, E.c.4. 
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| The ‘quiz’ approach to feminine 
| figure construction is now 
being applied in a— 


Three-figure campaign 


to lift up bra sales 


[HE current bra campaign 
of Kayser Bondor Ltd. 
launches an unusual new con- 
cept of figure-beauty. 
Based on scientific analyses of 
figure measurements and body 
structures, together with “types” 
of beauty, it was found that there 
are three basic figure-types into 
which almost all women can be 
classified. These three types 
were then given names designed 
to suggest the type. These are: 
” @ The “Elfin Type” (young 
i |. and slender) 

’ @ The “Diana Type” 
: (rounded and ss 

ie @ The “Juno ype” 

¥ Astral Arts Group va (statuesque, of somewhat 
e larger proportions and includ- 


i com ervi ing most older women) 

/< - offer . plete . —_ The promotion, carried out by 
hs 

ee for the design and 


: i Robert Freeman Fashion Group 
‘ Ltd., included a _ concentrated 
om | advertising campaign in_ the 


By ‘q national and provincial dailies 

quality production . with co-ordinated point-of-sale 

i. material, and a free booklet for 

vo Sales Literature, stores to give to their customers— 
_ Point-ol-Sele ate &g 


> The Kayser Beauty Book, edited 
by Jeanne Heal. 


Question of type 


The advertisements showed This is one of the press advertise- 
drawings of the three typical ments which have appeared 
basic figures, with appropriate widely in the present campaign. 
merchandise for each type. All 
display material included these 
same trio of attractive figures. 
“Which of these three figure 
types are you?” asked the head- 
line. The copy went on to claim 
that no matter what type of 
figure a woman had, there was 
the correct bra for her in 
Kayser’s wide range. 

The book is an unusual “how- 
to” item, which invites a woman 
to achieve greater beauty 
through first identifying which of 
the basic figure types she is. 
Being divided into three complete 
sections for the types, the book 
gives the reader comprehensive, 
easy-to-follow beauty tips tor her 
own type of figure; special exer- 
cises, diets and fashion hints, etc. 

Hundreds of thousands of 
these beauty books have been 
distributed to the feminine public 
through Kayser stockists, 

Also included in the total 
package was a retail sales assis- 
£ , tant folder, titled ‘ ‘You, too, can 


95 Kayser 
eorkiZ Best 


17) NEW BONO STREET, LONDON. 
GROsvenor 8711 (Ten fines) 


be a figure analyst,” giving sales- 
building tips in a light-hearted 
way for store personnel. 

This pre-promotion campaign 
was so successful that during the 
concentrated period of the pro- 
motion (October 19 to 27) more 
than 2,200 windows throughout 
the country displayed Kayser 


The front cover of the “Beauty 
Book” which has been edited by 
Jeanne Heal. Hundreds of 
thousands have been distributed. 


bras and the three-figure types. 
The first reports from stockists 
show an immediate rise in sales. 
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THE DOORS ARE OPEN in this ever-growing 
Advertising Agency for yet more business and 
development. 


We believe in progress and look upon pre- 
sent conditions as a stimulating challenge. The 
increasing success of our clients relates to the 
up-to-date services which we continually ex- 
tend on their behalf, both in the North and 
South. 


\DVERTISER’S WEEKLY 


Incorporated Practitioners in Advertising 


r 


20 ST. ANN’S SQUARE, MANCHESTER 2 
telephone : 
BLAckfriars 9786 (4 lines) 


During the past twelve months, we have 
further developed our facilities. The success 
of our activities in commercial television has 
been another example of our specialised atten- 
tion to creative, production, media and 
marketing requirements for each sphere of 
advertising. 

With comprehensive facilities for Press, 
Television, Outdoor, Display, Films and other 
media, operating from the two principal 
centres of advertising-marketing, we are 
happy to serve advertisers coast-to-coast 
throughout the country. 


73 GROSVENOR ST., LONDON W1 
telephone : 
GROsvenor 8228 (3 lines) 
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A new approach to the promotion of a 


‘do-it-yourself’ product was demonstrated 


by a team of mannequins 


Fashion parade drives home value 


NOVEMBER 23, 1956 


of a ‘one coat’ luxury paint 


BASED in Newcastle upon 
Tyne, British Paints Ltd. 
have been established for over 
30 years. During this time 
they have been known all over 
the world as government, engi- 


neering, and marine paint 
contractors. 
Their products have been 


widely used, including the paint- 
ing of liners, industrial premises, 
and factories, and leading archi- 
tects throughout the United 
Kingdom have long employed 
British Paints’ products in all 
types of constructional work. 


Perfect finish produced 


As a result of years of experi- 
ence and development, British 
Paints have just produced a 
luxury paint which requires only 
one coat to give a perfect finish 
on any existing painted colour 
surface. This new paint, called 
Luxol, has an alkyd base, and 
because of its very high quality 
and careful balance of ingredients 
has sufficient covering capacity to 
justify the claim “one coat covers 
any colour.” 


With the advent of “do it your- 
self,” and the decreasing share of 
the market taken by the decora- 
tive trade, British Paints have 
decided to market Luxol nation- 
ally, as a paint for general con- 
sumer use. 


it’s here... 
agreat new paint 
with a great |new 

sales story 
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COVERS ANY COLOUR! 


This advertisement placed in the 


Handling the account of this 
new paint, Erwin Wasey & Co. 
Ltd., launched the national adver- 
tising campaign in mid-September, 
under this strong selling slogan: 
“One coat covers any colour.” 
And the first results show that 
the vigorous and dramatic pre- 


At a reception for paint buyers, mannequins helped to demonstrate 
the new product. 


“Wallpaper and Paint Retailers 
Journal” gave news about the advertising campaign, being put behind 
the Luxol product. 


sentation of a young man kicking 


away a 


This energetic ad- 
vertisement was 
placed in the 
“People.” The 
coupon at the 


bottom was for use 

when applying for 

colour cards and 

home decorating 
hints, 


tin of undercoat, 


has 


PAINTING 
IS HERE ! 


away with undercosts 


a 


caught the attention of the 
public, and engaged the interest 
of home decorators. 


The product was introduced 
and thoroughly demonstrated to 
the trade and consumer press at 
a reception held in mid-August 
at British Paints’ London head- 
quarters, Crewe House, Curzon 
Street. A further reception was 
held in October at Crewe House. 
for paint buyers from all types of 
retail outlets centred in and 
around London. 


Use of panels 


Apart from the opportunity 
afforded to meet British Paints 
personnel and to see Luxol 
demonstrated, the central 
feature of the gathering was an 
unusual fashion parade en- 
titled “Luxol provides the 
colour background to fashion,” 
in which interchangeable 
panels, painted with Luxol, 
were used as a background to 
the dresses. 


Using national and trade press, 
television and a wide range of 
display material, Luxol is making 
a big impact on the consumer 
market. 


NEW PAINT 
DISCOVERY 
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First issue out now! 


The first and only weekly to make plain 


the most vital force in our life today 


- Science! 


ATEN 


THE NEW SCIENTIST is the only publication of its kind in Britain. It 


is the only magazine to swing wide the doors on the breath-taking horizons of 
Science. 


The New Scientist 


(First print order not 


No intelligent man or woman can afford to be ignorant of the tremendous less than 50,000) 


TUM RRC hd 


advances science is making day by day—almost hour by hour. Rotary letterpress, Screen 85. 


Copy date 8 days prior to pub- 
lication. Rate card and full par- 
ticulars from the Advertisement 
Manager: Digby Shuttleworth, 
The New Scientist, Cromwell 
House, Fulwood Place, High 
Holborn, London, W.C.1. 
Telephone: HOLborn 7554. 


The New Scientist will be an ideal medium for large industrial accounts, and 
for staff recruitment because of its strong appeal to the young, qualified 
technical men that industry today is so eagerly seeking. 

Rate cards and all information can be had from the Advertisement Manager : 
Digby Shuttleworth, The New Scientist, Cromwell House, Fulwood Place, 
High Holborn, London, W.C.1. Telephone : HOL 7554. 


TTTUPULSADOMLAEAUUELLTOAN LITRE EAA AANA 


1 


THE NEW SCIENTIST 


Weekly every Thursday +» Price One Shelling 


PUBLISBRE RSS BARRIS, BALES 2 &€ 4a, 
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REVIEW OF NEW FILM PRODUCTIONS 


Prestige approach for 
iron and steel 


AVING come near to the 

exhaustion of films on 
the subject of iron and steel 
making, the British Iron & 
Steel Federation is now turning 
its attention to the prestige of 
its major users. 

With a running time of 25 
minutes, “Birth of a Car” sets 
out to bring the car industry into 
perspective with, of course, more 
emphasis on the 32 different 
kinds of steel going into the 
19,000 different parts of a car 
than upon the more controversial 
issues of design. Objectivity may 
be laudable, but it makes for a 
flatness on the screen which 
neither good photography nor 
commentary can spark into life. 
The producers were Ace Distri- 
butors Ltd. 

* * * 

IT WAS a neat idea of the 
British Transport Commission to 
attach a cartoon trailer to their 
documentary films for 
theatrical distribution. This 
coloured trailer is first-class 
advertising for “Packed Lunches” 


non- 


you have to provide for your own 


By PAUL NUGAT 


of assorted varieties, obtainable 
from station refreshment rooms. 
Basic Films Ltd. have treated the 
“plug” with taste and imagina- 
tion and made as likely a film of 
one minute 40 seconds as the 
screen has recently had. 

* * * 

THe 20-minute “Foothold On 
Antarctica” is very largely a one- 
man effort. A young cameraman, 
Derek Williams, accompanied the 
Commonwealth Trans-Antarctic 
Expedition and certainly collected 
some colourful shots of the 
“Theron’s” journey. However, 
the total impression is as sparing 
as that gained from an entry in 
the ship’s log-book. The produc- 
tion was by World Wide Pictures 
Ltd. and the sponsors were British 
Petroleum. 

x * * 

THe Mos Oil Company is 
getting into films in a big way, 
largely through the mutual 
exploitation of production by the 
parent company and its European 
associates. 

From the United States they 
present “In the Beginning,” a 


36 


geological examination of the 
rock formations of the Grand 
Canyon in Colorado, which con- 
veys more knowledge of how the 
earth’s crust was formed by really 
imaginative “live” shooting than 
any film I have seen to date. The 
only snag of this 28-minute colour 
film is its commentary, which is 
too repetitive and cliché-ridden 
for British tastes. In my opinion, 
a revised English commentary 
could create a lasting run of 
requests from schools. 

Two new industrial films, one 


NoveMBEeR 23, 1956 


made in France and one in 
Germany, are the latest additions 
to this sponsor's pool of instruc- 
tional films. Both “Hydraulic 
Systems” and “Diesel Engine 
Lubrication” run for half an hour 
and have English commentaries. 


* * * 


THE TWO latest additions to the 
catalogue of Unilever Ltd.'s film 
library are “Quick Freeze” and 
“The Oil Rivers.” 

A Ronald H. Riley Production, 


@ Continued on page 38 


Scene from the Barclays Bank film “Put Una Money For There,” made 
by W. M. Larkins & Co., which gained the Grand Prix d'ISAS at the 
j International Advertising Film Festival at Cannes. 


retirement— here’s a book 


that will help you. 


The last Budget brought good news of tax con- 
cessions for those who have to make their own 
retirement arrangements. “The Northern’ have 
devised two new plans to make the most of 
these important new tax reliefs. 

Before you make your own plans, you should 
in your own interest consult ‘The Northern’. 
Their informative and very helpful booklet 
“Two New Ways to Provide for Your Retire- 


ment” will answer all your questions. 


7 ‘es 
| | 
| 

| 

| 


Retirement.” 


Get 


To The Northern Assurance Co. Ltd., 

1 Moorgate, London, E.C.2. 

Please send me, without obligation, a copy of your 
booklet “Two New Ways to Provide for Your 


your copy from the nearest Northern Office, or 
from your Insurance Broker, or simply fill in 


this coupon. 


You'll be on good terms with 


THE 


NORTHERN 


——————-—--—---—---4 


Name. 


Address 
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CLIENTS OF 
McCANN-ERICKSON 


ASPRO-NICHOLAS LTD: 
Lifeguard Disinfectant 


“heh ny 
Guts 


sat fot Nira 


! 

| 

| 

| 

| 

| 

| 

| 

| 

| 
CARRERAS LTD: 
Tobacco Products l 
COLGATE-PALMOLIVE LTD: | 
Cadum Toilet Soap and Product Development | 
! 

! 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

! 

| 


ECONOMIST NEWSPAPER LTD: 
“The Economist” 


ELECTRIC & MUSICAL INDUSTRIES LTD: 
Columbia, Parlophone and Capitol Records 


ESSO PETROLEUM COMPANY, LTD: 
Petrol and Oil Products 


ESSO PETROLEUM COMPANY, LTD. 
(SPECIALTY DEPARTMENT): 
Flit Insecticide and Esso Handy Oil 


T. & W. FARMILOE LTD: 
Ceilingite and “ Nine Elms” Paint Products 


INTERNATIONAL HARVESTER 
COMPANY OF GREAT BRITAIN LTD: 
Farm Machinery and Trucks 


INTERNATIONAL HARVESTER 
EXPORT COMPANY: 
Farm Machinery and Trucks 


J. LYONS & COMPANY LTD: 
Confectionery, Ice Cream (Television) 


MANUFACTURERS TRUST COMPANY: 
Banking 


NABISCO FOODS LTD: 
Welgar Shredded Wheat, Shreddies and 
Mary Baker Cake Mixes 


MICHAEL NAIRN & COMPANY LTD: 
Floor Tiles 


i 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 

OLDHAM & SON LTD: 
Batteries | 
REVLON INTERNATIONAL : | Me (QMML- 
CORPORATION: | 
Lipstick, Nail Enamel | 
and complete range of cosmetics | 
| 
: @ 
| 
| 
| 
| 
| 
| 
! 
| 
| 
| 
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STEMCO LTD: 
Gilbarco Petrol Pumps 
and Brodie-Kent Liquid Measuring Meters 


JOSEPH STEPHENSON & 

COMPANY (LONDON) LTD: 
Golden Fleece Pot Scourers 
and Silver Fleece Soap Pads 


TAMPAX LTD: 
Tampax and Holly-Pax 


If you wish to discuss this in a confidential way please write to 
Mr. T. C. Grant. 


You may be assured that the strictest confidence will be observed. 


WRIGLEY PRODUCTS LTD: 
Chewing Gum 


McCANN-ERICKSON ADVERTISING LIMITED 


McCANN-ERICKSON HOUSE - FETTER LANE - LONDON - EC4 


FLEet Street 6543 
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“The 
DUMFRIES 
and GALLOWAY 


STANDARD” 


has the 


LARGEST 
CIRCULATION 
of any Newspaper 
in the 
SOUTH OF 
SCOTLAND 
and the LOWEST rate 
per inch per 1000 copies. 
It is the only Newspaper 


printed and _ published in 
DUMFRIES. 


Ask for Specimen Copy, Rate 

Card, and Map showing where 

the “Standard” circulates. 
ABC Weekly Circulation 


HEAD OFFICE: 


133 High Street, Dumfries. 
Telephone 19. 


BRANCH OFFICE: 

Castle Street, Kirkcudbright. 
Telephone 145. 

LONDON OFFICE: 


E. Greenwood, Ltd., 
Strand, W.C. 
Telephone, City 5906-8. 


231-2 


SSweet SSixteen 
crosses the border 


We are proud to announce that the old- 
established and progressive house of 
Lizars has been appointed to represent 
us in Scotland and Northern Ireland— 
just as a year ago, another pioneer 
company, Photo-Finishers (Sheffield) Ltd. 
was appointed to represent us in the 
North of England 

Both companies will welcome your 
enquiries for films for publicity, propa- 
ganda, prestige or instruction 


STANLEY SCHOFIELD 
PRODUCTIONS LTD. 


London, W.! 
Telephone: MAYfair 4642-3 


Ulster’s leading farming publication 


The 
“FARMERS’ JOURNAL” 


(Official Organ of Ulster Farmers’ 
Union) 


A.B.C. figures 
Jan. to June 1956 


MEMBER OF THE 
AUDIT BUREAU 28,271 
OF CIRCULATIONS 

Belfast Office: 


} 
| 
| 
| 


| 


18 Donegall Square, East. Tel. Belfast 24397 | 


London Office : | 
69 Fleet Street, E.C.4. Tel. FlEet St. 5453 | 


PRESS (LITHO) LTD. 


299-201 Gray's Inn Road, W.C.1. 
Terminus 0152 


TRADE OFFSET LITHO 
An Associate of the Kemp's 
Group of Publishing Companies. 


ye TO ANY sya, 


) 
on See 


SILK SCREEN ARTS Lt? 


97 SHIRLEY ROAD.CROYDON 
ADOISCOMBE 3147-8 


HIGHEST GRADE SPEEDY SERVICE 
CLEAN & SHARP BY EXPRESS £ 
CRASTSMANSHID DELIVERY 


WESSEX FILM UNIT 
Will put you in the picture! 
* IN COLOUR) ¥& WITH SOUND 
*% WITH ACTION x WITH INTEREST 

Stone Instructional and 


37 Queen Sq., Bristol, !. Tel. : 28587 


AUTOTYPE io 
Veawk pohinc0e? 


In black-and-white or colour 
AUTOTYPE COMPANY LTD. 
low Rd., London, W.13. Ealing 2691 
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| Overseas 


A film that tells of UK’s 


atomic energy 


Scene from the film 
“Atomic Achieve- 
ment” made for 
the Central Office 
of Information by 
Rayant Pictures. 
This scene shows 
uranium rods being 
transferred at the 
Windscale plant. 


with a 


of 
minutes, the first makes an inter- 
woven use of animated and live 
techniques to cover the attempts 
to find ways and means of pre- 
serving the harvests of perishable 


running time 20 


foods, culminating in Clarence 

Birdseye’s chance discovery of 

quick freezing and its subsequent 

commercial development. 
* * 

THE LONG-AWAITED screen story 
of Britain's atomic progress now 
realised by the 20-minute East- 
mancolor film “Atomic Achieve- 
ment” has been well worth the 
waiting. 

Verbal reports of this new 
source of power and its devclop- 
ment do not fire the imagination 
in the way that this - factual, 
visual survey of progress does. 
That we are harnessing a giant 
for purely peaceful purposes is 
made implicit throughout the 
film, whether we are looking at 
the uranium smelting factory at 
Springfields, the plutonium fac- 
tory at Windscale, the power pro- 
ject at Calder Hall, or the brain- 
centre of nuclear processes and 
materials at Harwell. 

This government - sponsored 
film, produced by Rayant Pictures, 
has been made with an eye to its 
distribution through 


| Embassies and High Commission 
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progress 


Offices and has already been 
dubbed in 12 languages. 

It should do more for British 
prestige than a score of minis- 


terial pronouncements — quite 
apart from the gains to our 
export trade. 

* ~ * 


EARNING ITSELF a Diploma of 
Merit at the Edinburgh Film 
Festival, “Distant Neighbours,” 
with a running time of 32 
minutes, is dedicated to the 
“fetch and carry” air services, 
which have brought small and 
isolated communities into close 
contact with the world at large. 

The story is told of a Hebri- 
dean family of three sons, one 
of whom has gone prospecting 
for gold in the Canadian North- 
West, another has taken his 
family to the outback of Austra- 
lia, and the third pursues the 
traditional mixed life of Hebri- 
dean farmer and fisherman. This 
British Petroleum Co. sponsored 
film reveals with laconic impres- 
siveness how highly individual air 
services provide support to each 
in his daily needs as well as in 
his hour of need. 

Magnificent photography and 
a warm-hearted commentary 


make this Greenpark Production 
a film of quiet civic pride. 


A blissful scene from “Les Yeux Fermes” (Magasins du Printemps), 
made by Jean Mineur, president of the International Screen Publicity 
Association, who won two prizes at the Cannes Festival. 
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INTERNATIONAL 


ARTISTS 
PRESENTS 


D. L. MAYS 


Feria pws | 


DRAW THE CROWD 


wth THE BROOK 


CONTINUOUS FILM 
PROJECTOR 

@ A brilliant picture . . . high 
quality sound. 

@ Can be ‘built in’ or will stand 
on its own. 

@ No operator required — auto- 
matic repeat, or push-button 
control. 


That draws bigger crowds 


Movement attracts attention... curiosity is heightened . . 
a crowd forms, attracting still bigger crowds. That’s how 
the Brook Continuous Film Projector works for you. 
It’s the ‘ perfect salesman’, telling your story faultlessly, 
and working—all day long if you like—to make people 
stop, look, listen and remember. 


AVAILABLE FOR HIRE OR FOR SALE 
For full particulars write or’ phone: 


SOUND-SERVICES LIMITED (An Associate of The Film Producers Guild Ltd) 


269 KINGSTON ROAD + MERTON PARK + LONDON S.W.19 + TELEPHONE: LIiBerty 4291 
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Opportunities for 


SELLING 


THE ILLUSTRATED 


LONDON NEWS 

The Nielsen Study* shows that a third of all 
ILN readers are among those privileged to 
hold positions of public responsibility and 
that over 70% are members of professional 
bodies, learned societies OF associations. The 
many hundreds of advertisers who use the 
ILN are listed in a new promotion brochure 
““ THE MIGHTY INFLUENCE OF THE ILLUSTRATED 


LONDON NEWS””. 


THE SKETCH (fortnightly) 

if, after explaining to a client the many 
obvious merits of The Sketch fortnightly as 4 
medium for advertising high quality merchan- 
dise, he still shows no interest, there is only 
one thing to do: put a copy into his hands so 
that he can see for himself how many famous 
firms grace its advertising pages. Then, per- 
haps very, very tactfully, the point could be 
made that shrewd advertisers like these don’t 
grope. They know that The Sketch pays « - - 
in sales! 


THE SPHERE 


The Sphere, unlike any other Illustrated News- 
i eek by week 


at home an 
part of an editorial pattern which provides a 
certain indication of The Sphere’s quality of 
readership, The Sphere’s influence and The 
Sphere’s deep penetration into the heart of 
British life and industry. 


SPORT & COUNTRY 


There is nothing “ small’ about Sport & 
Country readers — 56.3°% farm 300 acres or 
more—who are among Britain’s biggest and 
most important agriculturists. A small appro- 
priation goes 4 long way in Sport & Country 
_, . it reaches the leaders of the industry with 
certainty at the lowest possible cost. 


Country—a separate readership survey- 


* AVAILABLE FOR ADVERTISING EXECUTIVES 
four Nielsen Circulation Studies and—for Sport & 
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U WANT TO REACH ? If you sell 
have access to a top-quality audience and 
serves you in this connection. In our view— 
ers and advertising agents—it is proven 
circulation or an estimated cost-per-thousand 
| advertisers in The TATLER year after year. 


, 
MUST BE IN THE TATLER. 


Cy 


shift in the world 


infinite capacity to buy ... 


y 
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NEvit ABLY, the appeal 
and convenience of a 
package is always thought 
of as being of concern only to 
the potential customer. But 
there is often more to packag- 
ing than that. 

It is worth while pointing out 
that convenience in packaging 
sometimes operates no _ less 
powerfully in achieving sales 
when the individual who benefits 
is the retailer, not—as is usually 
the case—the consumer. 

Take the case of the tear-strip 
cartons which are designed to 
overcome the need for special 
opening tools at retail level. In 
fact, they can be opened almost 
as easily as a packet of cigarettes 

. one merely pulls the tab of 
Rippatape cotton pressure-sensi- 
tive tape and the container is 
split in half. A hidden length of 
“Rippatape” inside the container 
does the job by cutting cleanly 
from the container side. 

This easy opening device has 
lately been adopted by Empire 
Dairies Ltd. for the packaging of 
+ Ib. pats of butter. The cases 
were manufactured by Ashton 
Containers Ltd., of Bristol. 


Reducing the damage 


This new two-in-one fibreboard 
case was designed specifically to 
help the retailer to facilitate the 
breakdown of 56 pats of butter 
(4 lb. each) into two separate 
packs of 28 pats. Also to help 


the retailer, opening instructions 


The “Rippatape”’ beginning is 
boldly shown by an arrow on one 
side of the case. 
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PACKAGING AND POINT-OF-SALE DISPLAY 


Most people with something to sell seek, by bright 
packaging, to make it easy for the consumer 


to choose the product. But, 


CORRESPONDENT— 


says our PACKAGING 


Don't forget the retailer 
help 


he also appreciates 


are clearly marked on top, base 
and four sides of the containers. 
By adopting this new, easy open- 
ing device, Empire Dairies Ltd. 
believe they have pioneered a 
revolutionary development in the 
packing of butter. Losses or 
damage suffered because of this 
new device are reported to be 
negligible. 

Moreover, retailers frankly 
admit a prejudice in favour of 
products that are quickly and 
easily unpacked, especially in 
the food business. Easier 
handled cases get definite 
advantages on such vital things 
as shelf frontage, and are more 
likely to be sold than the pro- 
ducts that are left in the stock- 


room. 

For that reason it is safe to 
predict a steady growth of the 
tear-strip carton system. 

* > * 

One oF the latest products to 
be given a “press button” pack 
is “Lazy Shave.’ Max Factor’s 
lather. The item is extremely 
economical—one tin will last 
months as only a “walnut-size” 
amount is sufficient for a com- 
plete face coverage. “Lazy 


Shave” has been featured on 
commercial television in an ani- 
mated cartoon with the pack 
prominently depicted. 
eg * * 
THE DEPARTMENT store, Scho- 
fields (Leeds) Ltd., recently asked 


a 


~ a> 


~ 


Complete accessibility to the contents is provided by the tear-strip 
method which has been adopted by Empire Dairies Ltd. The severed 


case is conveniently divided and the contents held intact. 


The “Lazy Shave” 
product manufac- 
tured by the Max 
Factor organisation 
has been provided 
with a “press but- 
ton” pack—which 
has been featured 
prominently on 
commercial tele- 
vision. 


THM Partners, the London in- 
dustrial designers, to create a new 
package for ladies’ stockings (sold 
under the name of “King 
Charles,” these are available only 
through Schofields). 

The result has been a white box 
with a deep blue band running 
across it. Each pair is packaged 
in a wallet, three pairs to a box. 
According to a company execu- 
tive “The stockings are becoming 
established very well locally. We 
are convinced the pack has helped 
in this respect.” A cameo, show: 
ing the head of King Charles 
appears on the top side in blue 
and gold (these colours were 
chosen to suggest quality). The 
cameo is repeated on the wallets 
inside the box and on the last of 
the stockings. All relevant infor- 
mation appears on one end of the 
box ... so that the sales girl can 
readily identify the contents. 

x * * 


A DEVELOPING trend in the 
marketing of sweets is the multi- 
ple sweet pack—as_ illustrated 
by some recent machine wrapped 
packs in printed Diophane cellu- 
lose film. The selling of sweets 


Recent “Diophane”’ 
wrapped __confec- 
tionery packages. 
Manufactured and 
printed by Trans- 
parent Paper Ltd., 
such wrappings are 
in increasing de- 
mand. 


The new “King Charles” stocking 
pack designed “by THM Partners. 


in packs such as these has the 
virtues of costing only a few 
pence, looking attractive on dis- 
play, and meeting the growing 
demand of a public being in- 
creasingly conditioned to pre- 


@ Continued on page 44 
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It's Quality that Counts 


By the courtesy of one of the many famous 

National Advertisers we are privileged to serve 

—Messrs. C. & J. Clark Ltd.—we reproduce some 

of the many exquisite Point-of-Sale Units we have 

produced from their designs to advertise quality 

DISPLAY CRAFT footwear. Good printing, clever construction 
and *‘ know-how "’, backed by reliable service, 

re) F L re) N D oO N are the factors which keep Display Craft in the 


front line for Point-of-Sale Displays that—Tell 
Well and Sell Well. 


DISPLAY CRAFT LTD. 88, ACRE LANE, LONDON, S.W.2. Brixton 7871-4 
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ADVERTISER'S WEEKLY 


PRINTERS 


/ 


are looking 


for 


print buyers 


who know 


the best 


and insist on it. 


City 6480 


W-R- ROYLE & SON LTD. 


one of the better printers 


LUDGATE SQUARE - LONDON - E-C-4 
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Novelty packs with new 


Home - made - type 
peppermints are 
being put into these 
fish-shaped _ plastic 
bags which have 
been produced by 
E. S. & A. Robin- 
son Ltd. A new 
plant has enabled 
them to produce a 
very wide range of 
such contour con- 
tainers. 


packaging and self-service. 

The Diophane wrappers for 
these packs are manufactured 
and printed by Transparent 
Paper Ltd. 


Fish-type pack 
for peppermints 


A HEAT-SEALED polythene bag 
in the shape of a fish is being 
produced by the Bag Division of 
E. S. & A. Robinson Ltd., for 
use as a novelty pack for home- 
made Cornish peppermints mar- 
keted by G. H. Richards, of 
Penzance, Cornwall. The out- 
line of a fish is over-printed in 
red and white on the bag, to- 
gether with the name “Cornish 
Sweet Fish” and the words “A 
Present from Cornwall.” Mea- 
suring eight inches long and four 
inches wide, the bag holds about 
four ounces of peppermints. 

These “Sweet Fish” bags 
have been made possible by the 
development of a special heat 
sealing technique and _ the 
installation of new plant, which 
enables FE. S. & A. Robinson 

Ltd. to produce contour bags 

from any sheet plastics, in any 

thickness, overprinted with 
multi-colour illustrations. 

Contour bags (which are made 
under British patents) can be 
supplied as novelty packs in the 
shape of Christmas stockings, 
golliwogs and puppets, etc.; and 


plastic bag technique 


{Notable display | 


This showcard for Maxton knit- 
wear has been given a_ film 
lamination, the effect of which is 
to intensify the colours and give 
a high gloss finish. This lamina- 
ting technique is now finding 
widespread showcard application. 
The above was processed by 
Dispro Ltd. 


for many functional uses, such as 
packing chickens, meat, odd- 
shaped toys and cushions, as well 
as confectionery of all types. 


EE 
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What appears at first sight to be a standard delivery pack of Quaker 
Oats, zips open to become two self-service units with an overall 
display sleeve designed by Foote, Cone & Belding Lid. This provides 


for excellent counter and floor display 


and quick self-service 


sales. 
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Whether in metal, wood or 


wrought iron we design and make 


Let us submit our ideas and prototypes 
and show you how efficient and 


attractive a permanent display can be 


M O R E Y (BARNET) LIMITED 


DISPLAY UNITS 
SALES AIDS 
DISPENSERS 


BARNET, HERTS. Tel: BARnet 3222 


Photography! 
Stereograms Ltd., give a new effective approach to the vital job 
of selling ! Stereograms make 3-D colour slides of any product 
you care to name—regardless of size or form—costing little more 
than ‘flat’ prints. 3-D photography can be carried out anywhere 
—on location, in the factory, or at your showrooms. 
Then your customers can view ‘true-to-life’ shots through the 
illuminated hand-viewer. This tantalising way of arousing their 
natural curiosity will keep all your products in the selling-picture 
—conveniently, realistically ! 
There’s no need now for bulky samples. Your complete show- 
room—in miniature—can be presented to prospective buyers 
wherever they may be—day and night! They can almost feel 
the product ! So whatever your branch of industry or commerce, 
see how Stereograms 3-D colour slides sell—for you ! 


Stereograms Limited 


21 SOHO SQUARE -LONDON.:- W.I. 
"Phone: GERrard 8351-2 


3D PHOTOGRAPHY REALLY LIVES 


For Advertising in: 


SCANDINAVIA 
HOLLAND 
U.S.A. 
CANADA 
LATIN-AMERICA 
WEST, CENTRAL and EAST AFRICA 
BRITISH WEST INDIES 


POWERS 


For Top Media 


JOSHUA B. POWERS LTD., 


International Publishers’ Representatives 


14 COCKSPUR STREET, LONDON, S.W.1. 


Tel.: WHitehall 3366 
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r[HE war between cowboys 
and spacemen, hardy 
annual of the Harrogate 
International Toy Fair, will be 
accompanied by a new battle 
when the next one opens on 
January 12, states Herbert 
Harris, the press officer. 

Sponsors of television chil- 
dren’s hour characters will vie for 
top rating in the toy industry, 
source of handsome royalties. A 
company handling the copyright 
of commercial television’s chil- 
dren’s programme favourites will 
have a stand at the fair for the 
first time. It enters the field to 
compete with BBC pets, such as 
Sooty, Muffin the Mule, Prudence 
Kitten, and the Flowerpot men. 
It will battle also with the big 
Walt Disney organisation in 
Britain, which includes Mickey 
Mouse, Pluto and Davy Crockett 
—and figures from leading 
juvenile publications, such as 
Dan Dare. 


Best sellers preview 


The Harrogate affair, the 
world’s major toy event, is the 
trade’s “barometer.” The January 
line-up indicates toy shop best 
sellers for the coming year. Toys 
linked with television will be 
high on the list. 

The Independent Television 
Authority features have given 
a new lease of life to evergreen 
favourites like Enid Blyton’s 
“Noddy” and cowboy heroes 
like Roy Rogers and Hopalong 
Cassidy. At the same time they 
have brought new crazes into 
the field—Robin Hood, Sir 
Lancelot, the dog Lassie, and 
others. 

By way of return to tele- 
vision for all this help, among 
toy firms planning to demon- 
strate their wares on the com- 
mercial networks is one which 
has cornered the market in 
children’s musical instruments. 
For the first time, the Grand 

Hotel, which is an hotel of some 
300 rooms, will be given over to 
the Toy Fair, and practically all 
the exhibitors will be housed 
under one roof. 


Photo Fair preparations 


IN ALL the international tur- 
moil it’s good to see exhibition 
organisers looking forward to 
1961. I understand that dates in 
May for the third and fourth bi- 
annual British Photo Fair—in 
1959 and 1961—have already 
been booked at the National 
Hall, Olympia. 

Announcing this, Ernest Scho- 
field, director of British 
Organisers Ltd., said that the 
response to the second bi-annual 
Photo Fair, at Olympia from 
April 11-17, has been so great 
that he is confident the event is 
now regarded as among the most 
important in the British photo- 
graphic calendar: “It will be re- 
membered that the first Photo 
Fair (at the New Horticultural 
Hall, Westminster, in 1955) 
exceeded all the industry's 
expectations with an attendance 
of over 70,000 people in six 
days,” he said, adding that “with 
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Reporting on one of the major trade shows 


arranged for early in the New Year, our 
EXHIBITIONS CORRESPONDENT notes that— 


Commercial television gives 


big boost to toy trade 


the additional space in the 
National Hall at Olympia, we are 
planning for at least double that 
number of visitors.” 


The Motor Show 


THE IDEA of using easy-to-pick- 
up telephone receivers to answer 
inquiries On complicated machin- 
ery is spreading. The technique 
employed by the Rover Company 
to cope with questions about 
their gas turbine car at the 
Motor Show, was used by the 
Remington Rand people at the 
Public Works and Municipal Ser- 
vices Congress and Exhibition. 
On their stand was a 1/12th scale 
model of the Remington Rand 
“Univac” electronic computer. 


Using the phone 


Each unit of the particular dis- 
play piece was mounted on a 
plastic base around which were 
eight telephone receivers. When 
an inquirer wished to know more 
about the apparatus, all he had to 
do was pick up the receiver and 
listen to a recorded explanation 
in strictly non-technical language. 
As each part of the computor 
was referred to, so the appropri- 
ate model lit up. The “Univac” 
is a large scale electronic com- 
puter being produced in the 


United States by Remington 


Rand Inc. 
* * * 
THE success of this year's 


Motor Show has already been re- 
ported. The total paid attendance 
was 494,912 and in addition over- 
sea visitors numbered 16,787 
from about 90 different countries 
or 3,037 more than in 1955 and a 
record. 

This is one exhibition where 
main exhibitors do not have to 
spend a great deal on stand con- 
struction, they rely on the eye- 
appeal of the product. Accessory 
exhibitors, on the other hand, are 
hard put to it to attract attention 
from the gleaming cars. Wilfred 
Howard, publicity manager of 
Ferodo has been telling me how 
his company tackled the problem. 

First, the Ferodo stand had a 
“new look” this year. Without 
sacrificing any of the amenities 
which the previous  walnut- 
veneered stand gave, the architect, 
Gordon Bonyer, designed a stand 
which made extremely intelligent 
use of the space available, and 
what is more succeeded in doing 
so in a clean “contemporary” 
manner. 

The name Ferodo was picked 
out in square black panels of 
glass illuminated from behind by 
fluorescent tubes, and the panels 


Design for fuel efficiency 


Flowers and industrial photographs formed important features of the 


stand taken by Shell-Mex and BP Ltd., at the Fuel Efficiency 


Exhibition, held at Olympia. The stand was designed by the company’s 


publicity studio and built by Russell Bros. (Paddington) Ltd. 


cr — 


! « Forthcoming Home | 
l 


a aa 


Nov. 13-24, “Daily Sketch” 
Home & Handicrafts Exhibition, 
City Hall, Manchester ; Nov. 21- 
Dec. 1, Newcastle New Homes & 
Trades Exhibition, Northumber- 
land Bath Hall, Newcastle ; Nov. 
22-29, Jersey Trades Exhibition, 
Springfield, Jersey; Dec. 3-7, 
Smithfield Show & Agricultural 
Machinery Exhibition, Earls 
Court, London ; Dec. 5-7, 
National Poultry Show, Olympia, 
London; Dec. 31-Jan. 12+ 
National Schoolboy’s Own Ex- 
hibition, Old & New Horticul- 
tural Halls, London. 


of glass were themselves set in 
rectangular panels painted the 
Ferodo house orange. The 
photographic displays on the 
forecourt were set against a back- 
ground of yellow and blue, ‘to 
illustrate two themes: the appli- 
cation of Ferodo friction pads for 
disc brakes and the use of Ferodo 
friction materials in the new auto- 
matic transmissions and over- 
drives. These displays were sup- 
plemented by a case showing a 
Ferodo fan belt, and by a Stirling 
Moss feature—‘Stirling Moss fits 
and recommends Ferodo brake 
linings.” 

For give-away 
company produced a 
titled Come and watch a race 
with me, says Stirling Moss, 
which concluded with some tips 
on good driving, stressing the 
necessity for regular brake test- 
ing. The rest of the stand con- 
sisted of a downstairs office for 
executives’ use and an upstairs 
bar. 


literature the 
booklet 


Choice of fluorescent 

All the displays were illumin- 
ated by fluorescent lighting in 
fittings specially designed by the 
architect. Fluorescent tubes, con- 
cealed behind white batten were 
also employed in the upstairs bar. 
Ferodo’s reason for choosing 
fluorescent was that the tubes do 
not emit heat and are therefore 
much more comfortable for the 
customer—not to mention the 
stand staff—to be under. “We 
had tungsten at the Commercial 
Motor Show,” said Mr. Howard, 


@ Continued on page 48 
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. MR. BERNARD WINFIELD who joins the John Delaney Organisation 
on December Ist as an account executive. To help you. 


For it’s our firm belief that only regular and frequent contact with our 
clients can result in a truly high standard of service. 


So here’s Bernard Winfield. He's experienced in every section of 
advertising—on both sides of the fence and on both sides of the Atlantic. 
A specialist in display and exhibition work. A practical man who 
knows from experience what can and can’t be done. A man we're glad_to 
have represent us and whom we're sure you'll be glad to meet. 


The John Delaney Organisation 
offers a comprehensive service 
including :— 
e Display and exhibition stand construction 
(for home and overseas). 
Creation of point-of-sale material. 
Design service. JOHN DELANEY eetaaeta ray si 
Nation-wide di evement service. = _ om, = 
ee ses ORGANISATION Telephone: ADVance 4314. 
Metalwork. 
i a - LTD. 
Exhibition stand furniture. 
Specialised window display installations. ~ 


eee 
Mae Bet? Be RG ae ae 
; % 5 > Ms fe 
a ae ‘ J ¢ ee ae 
sel ——— a 
fi es ee 4 ~ 
3 , Lea ee be Ce, 
I as 1 aiid 2 2 f Pa ‘ \ 
—— or *; aan j me ‘ 
“ “We 4 
: in 
By ; ae ce ‘s. 
; d a 4 ‘a 
> , zx eg wf a 
7 ee : ie 
% hie" ie 2 
< = es: Fe é % Be a ve 
an i 2 
XQ — a, : 
| iz ee Fe ; 
a ae \ Ss 
Ps a and ; \ " , ‘ “ ¢ re . %, . 
ae i oS i — = + 
Fi 4 J % a , Cat al F “ 
i, 3 é ee a, Re ie Mie " 
Brits % £ é Sd a aes = 7 
mg at ie Pe j ee a. ee yi a 
+ ie ae 4 is : : pesos: ies re oe 
* an ye ie ; i bia “get. 3 é ogi ahekhs 
. , ee 
ee 
JOHN CAMDEN 
& HENRY EXHIBITION! 
COCKS Bits cited & DISPLAY | 
:§ aie * ey 7 is. = : . 


Or 


ADVERTISER'S WEEKLY 


You can do with 
a Grant 


layouts and adaptations, 
‘stats’ on demand, accurate 
photocopies, enlargements and 
reductions .. . you can prepare 
negatives for plate-making and 
blockmaking.. . 

This precision-built optical 
instrument (camera, enlarger, 
copier, visual aid in one) will 
revolutionize your timetable, en- 
able you to get through more 
work in less time, with better 
results, and to allocate confid- 
ently to assistants duties you 
now feel compelled to perform } 
in person. Why not ask for a 
demonstration of this astonish 
ingly versatile machine ? 

Grant Production Co. Ltd., 
4 Rathbone Place, London, W.1 
(Museum 8717), 47 Cornwall 
Street, Birmingham, 3 (Central | 
4131). 


The new 
dual-purpose Grant 
showing extra lamps 
in operation. 


a group of nine 


influential newspapers 


A.B.C, 


NET SALES 


COVER INDUSTRIAL 
THE DUNFERMLINE PRESS 


43,631 


35 KIRKWYND 


231-2 STRAND, W.C.2 


FIFE ASSOCIATED NEWSPAPERS 


FIFE COMPLETELY 
: THE FIFE FREE PRESS 


A.B.C. WEEKLY 


, KIRKCALDY 
LONDON AGENTS: EDWIN GREENWOOD LTD. 


CITY 5906 
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EXHIBI- 
TIONS 


continued 


A full display of 
the products of 
French & Scott 
Lid. were on the 
company’s stand at 
the Pharmacy Ex- 
hibition. Both the 
stand and the pack- 
ize range were de- 
signed by Colman, 
Prentis & Varley 


Lid. 


“and everybody felt grilled by 
"hig 
x * * 
AS AN adjunct to last month’s 
Dairy Show, the English County 


| Cheese Council arranged for a 


number of shops and stores in 
the London area, including 
Selfridges, to have special English 
cheese window displays. I have 
often wondered why exhibitogs 
at national exhibitions do not 
link up publicity for products on 
their stands with display material 
at their normal retail outlets. 
There are, of course. exceptions 
to this lack of enterprise, particu- 
larly among exhibitors at the 


Daily Mail \deal Home Exhibi- 
tion. 
But why not others? 


* * x 
DECEMBER MARKS two impor- 


tant events in the farming 
calendar: The Smithfield and 
Agricultural Machinery Show, 


and the National Poultry Show. 
On December 3, live animals 
representing the country’s fore- 
most breeds of cattle, sheep and 
pigs—together with machinery 
for the farm and for the meat 
trade, will be brought to Earls 
Court to take part in the 
Smithfield Show and Agricultural 
Machinery Exhibition. 

In addition to meat “on the 
hoof” (consisting of 390 head of 
cattle, 555 sheep and 552 pigs) 
there will be 422 special entries 
in the carcase section. These 
special entries are represented by 
89 beef, 168 mutton, 101 pork and 
64 bacon—the first time that 
bacon has ever been shown at 


| Smithfield. 


Emphasis on machinery 


Tractors and agricultural 
machinery incorporating the most 
up-to-date developments in farm 
mechanisation will occupy two- 
thirds of the exhibition space, 
and will demonstrate the import- 
ance of this industry to food pro- 
duction. 

At the I1ith National Poultry 
Show, at Olympia on Decem- 
ber 5, 6 and 7, practically every 
known breed of standard-bred 
and pedigree livestock, including 
turkeys, geese. ducks, large fowl 


November 23, 1956 


eee ee 4% 
| Overseas Events ; 
: (to January 1957) | 


_—_—_— 


Nov. 22-Dec. 3, /nternational 
Exhibition of Chemicals, Rubber 


& Plastics, Paris, France; Nov. 
23-Dec. 2, Boat Show, Seattle, 
USA; Nov. 23-Dec. 9, I/nter- 
national Fair, Bogota, Colom 
bia; Nov. 26-30, /nternational 
Automation Exposition, New 
York, Nov. 27-30, 
National Chemical Exposition, 
Cleveland, USA; Dec. _ 1-10, 
International Cycle & Motor 


Cycle Exhibition, Milan, Italy. 


Packaging Show 

Over 200 exhibitors have 
already booked stand space at 
the Packaging Exhibition, 
Olympia, Jan. 22-Feb. 1. It will 
be the biggest ever staged. 
Progress in automation, mech- 
anisation and functional pack- 
aging design will offer 
manufacturers a big oppor- 
tunity of reducing labour costs 
and increasing output. Experts 
in all branches of the pack- 
aging industry will be available 
at the exhibition for con- 
sultation. 


and bantams, will compete, in the 
more than 270 classes, for over 
£2,000 in prizes. Visitors will be 
able to see also the largest display 
of dead table poultry ever staged, 
including oven-ready birds; prizes 
in this section are valued at over 
£250. 

Concurrent with the show will 
be a convention at which experts 
will discuss the most urgent prob 
lems of the poultry industry. 

* * * 

IN My last article (ADVER- 
TISER’'S WEEKLY, October 26. 
page 50) a misprint occurred in 
the reference to the Brussels 
Universal and International Ex- 
hibition 1958. Thus, three coun 


tries only were credited with par- 
ticipating, when in fact the figure 
should have been 53 countries. In 
addition to those countries, Persia 
has now decided to exhibit. 
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HE advertising profession 

in Ireland has earned itself 
some warm official approval 
and thanks for the part which 
it is playing in the current 
savings drive. 

The seven man committee, 
representing all agencies and 
using talents from all agencies, 
did an excellent job. And the 
agents also did an admirable job 
in obtaining the permission of 
clients to use their spaces on a 
number of hoardings. In each 
case, the donor of the space 
received a small—but legible— 
credit at the bottom of the poster. 

The main campaign is virtually 
over and it is probably the first 
time that public relations for a 
job of this kind has been handled 
by a woman—Miss Frances 
Byrne, of McConnell’s, was asked 
by the committee to do the work. 
Daughter of a famous Irish sport- 
ing journalist, Miss Byrne entered 
public relations about two years 
ago after serving for some years 
as secretary to the Brazilian Con- 
sulate in Dublin. Her sister is 
secretary to William G. King, 
advertising features manager for 
Independent Newspapers. 


7 * * 


THE PROPOSED Publicity Exhi- 
bition in Dublin is certainly “out” 
for an indefinite period. A com- 
mittee representing advertising, 
printing and newspapers and 
allied interests has shelved the 
ge a decision which has 


een sharply criticised in some 


PELE LSS. sh el eee 


DUBLIN 


NEWSLETTER 


From Edward F. MacSweeney 


Ad men officially thanked 
for Savings Drive effort 


quarters in the advertising busi- 
ness in Dublin. 

It is some years since an exhi- 
bition of the kind was held in 
Ireland and it is felt that it was 
time that some steps (other than 
the newspaper campaign) should 
be taken to “advertise advertis- 
ing.” 

* * 

THERE HAS been more criticism 
of the Publicity Club's failure to 
invite speakers who will be 
directly concerned with the busi- 
ness of advertising and publicity 
in their addresses to the monthly 
lunch meetings. The reply from 
the council has been that the 
number of such speakers avail- 
able in Ireland is limited and that 
attendances at the meeting have 
shown that, corey | speaking, 
members prefer to hear some- 
body from outside the profession. 

At the same time, however, the 


Advertising-Press Club had con- 


over 220,000 women 
buy it monthly 


In a purely women's market the pulling power of Stitchcraft is 

quite outstanding. You can understand why. First, its circulation 

stands high in the list of women’s monthly journals. Then, every woman 
who reads Stitchcraft does so for one purpose. To see what's new to knit, 
to crochet, to embroider, to buy—for herself, her family, or her home. 
She’s ready to be sold anything good that interests her, and she thinks 
highly of goods and services advertised in such a well produced magazine. 
Stitchcraft has no waste circulation and its life may 

be reckoned in years. Altogether a bargain at £204 a page. 


ABC Net Sales (January-June 1956) 224,013 copies a month 
Type area 8} x 6°. £204 page. Advertisement Manager, 

8. H. BOWDEN, Stitchcraft, Great West Road, 

Brentford, Middlesex. Tel: EALing 6283. 


siderable success with its recent 
meeting at which A. McLoughlin, 
information officer of the Adver- 
tising Association, discussed the 
advantages of advertising to the 
consumer. 

The Association’s director- 
general, L. E. Room, was pre- 
vented by illness from speaking at 
this meeting. 


+. * * 


FaiLure OF Irish firms to sell 
abroad is a topic which is being 
examined in official quarters at 
this time. 

Despite the support given by 
the official organisation, Coras 
Trachtala (formed primarily to 
boost dollar exports but now also 
concerned with other markets), 
there still seems to be a reluctance 
on the part of Irish manufac- 
turers to undertake selling cam- 
paigns outside the home market. 

Some firms which have had the 


‘STITCHCRAFT 
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courage to do so have been well 
rewarded, but there is still too 
much conservatism in the attitude 
of others—a tendency to be satis- 
fied with a limited “safe” market. 

Members of the Irish Branch 
of ISMA (some of whom have 
played a considerable part in the 
development of firms which are 
selling overseas) are conscious of 
this attitude and recently held a 
meeting of considerable import- 
ance with the National Farmers’ 
Association as representatives of 
the largest industry in the country 
—agriculture. 

This .alliance of production 
with the men who are concerned 
with selling goods may have im- 
portant repercussions. Irish agri- 
culture has too long relied on tra- 
ditional methods of selling and 
an infusion of modern selling 
techniques in overseas markets 
could have beneficial results on 
Ireland’s adverse trade balance. 

It is not only in agriculture that 
conservatism exists. A number of 
Irish exhibitors pulled out of 
exhibitions in London and Frank- 
fort this year on the grounds of 
economy. 

* ” o 


Direct Mai has been used by 
the Department of Finance in 
raising a new £12 million loan. 
A personal letter from the 
Minister for Finance was mailed 
to a list of its consumers which 
was provided by the state-con- 
trolled Electricity Supply Board. 
The ESB itself used this list with 
success when issuing its own 


stock some time ago. 
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ARE ADVERTISERS 
ABOUT 


Independent Survey 
reveals astonishing trends... 


“T don’t particularly mind what day 
of the week we go in, as long as it isn’t 
Saturday. Saturday's out as far as 
we’re concerned.” 

There can be very few advertisers and 
very few space buyers who have not 
made a statement of that sort at some 
time or other. It is assumed that 
Saturday is a bad day for advertising, 
and at first thought the reasons for it 
seem obvious. It is known that the sales 
of national newspapers drop on 
Saturday. The size of this drop varies 
from paper to paper. In the case of the 
News Chronicle, for example, it is under 
2%. The other point which is raised 
against Saturday advertising is that on 
a Saturday nobody has time to read a 
paper. 

Sunday, on the other hand, is 
regarded as a magnificent day for 
advertising. “It is the day the whole 
family have time to read advertise- 
ments at leisure”, one multi-million 
circulation Sunday stated in its adver- 
tising for years. 

Why should Sunday be such a good 


day for advertising and Saturday be 
such a poor one? By all the rules of 
logic what applies to Sunday should 
equally apply to Saturday, particularly 
in the age of the five-day week. 


To assess this theory, Social Surveys 
(Gallup Poll) Ltd. recently carried out 
a test survey on the impact of advertis- 
ing on readers of one particular news- 
paper on Saturdays and weekdays. This 
survey was completely independent of 
the News Chronicle and News Chronicle 
readers were not the ones that were 
questioned. The paper concerned is an 
exceedingly popular one. It is also a 
first-class advertising medium but there 
is nothing about it to suggest that its 
readers should behave differently from 
those of any other national newspaper 
where advertising is concerned. 


The findings are based on the per- 
centage of readers noting advertise- 
ments on weekdays and on Saturdays. 
Dates for fieldwork were selected at 
random. For the purposes of the 
investigation a large variety of sizes 


Published by the News Chronicle in the interests of a more oan 
approach to space buying 
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WRON 
SATURDAYS?“ 


ADVERTISER'S WEEKLY 


were selected with the answers divided 
into those noting the advertisement, 
those noting the name of the product 
advertised, and those actually reading 
the advertisement. The overall picture 
shows the impact of Saturday adver- 
tisements to be greater by far than 
advertisements appearing on weekdays. 
Where men readers are concerned, 
especially in the case of smaller spaces, 
the difference is quite astonishing. In 
the case of women readers, the impact 
of Saturday advertising is somewhat 
less than the impact of advertisements 


appearing during the week, but it 
is not sufficient to offset the overall 
story. This is that in spite of pre- 
judices which have existed for years 
and years, Saturday is a_ perfectly 
sound day for advertising. In fact for 
a great number of products, is not the 
worst but the best advertising day of 
the week. 

By publishing the result of this 
survey, the News Chronicle feels that 
it has given a lead, and invites the 
advertising industry to initiate a full- 
scale investigation. 


“ADVER 


_ NOTED ON SATURDAYS AND WEEKDAYS — 
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Greater London 


AND THE HOME COUNTIES 


— 


(THE report on planning in 

the London area, pub- 
lished by the Town Planning 
Institute halfway through this 
year, stated that London was 
increasing its attraction as the 
centre of government, finance, 
trade and tourism. 

It was estimated that if re- 
building were permitted in the 
central area up to the limits per- 
mitted in the county plan, o fice 
employment, the effect of which 
is to generate congestion and 
long distance travel to work, 
would rise by 50 per cent or 
nearly 500,000 persons. ° 

Observing that it was senseless 
that an official contraction area 
for industry should be an un- 
official expansion area for offices, 
the authors suggested the formu- 
lation of a new and well in- 
formed policy of discrimination 
in regarG to type of business and 
industrial firms that must remain 
at the centre and those that could 
justifiably be induced to locate 
themselves further out. 


Advantages of re-grouping 


The general conclusions affirm 
the proposition that a policy of 
decentralisation and re-grouping. 
associated with re-development of 
the inner areas of London, offers 
social and economic advantages, 
national and regional, that could 
be obtained by no other means. 
The alternatives, the authors 
state, would lead to ever-increas- 
ing congestion and ultimately to 
chaos. 

The remarks regarding new 
office construction are, indeed, an 
understatement when used to de- 
scribe the pace which building 
activity has reached in Central 
London. In the devastated ware- 
house area around St. Giles, 
Cripplegate, in Cheapside, where 
several maior structures are in 
hand—premises for the Bank of 
England, the new building for 
Wiggins Teape, with across the 
road the work on the site for the 
new Financial Times building— 
are but a few examples. 

Nearer the centre are the new 
buildings in Queen Victoria 
Street, including the giant Buck- 
lersbury House, while further 
east in Lime Street, Lloyds new 
buildings are well under way. 
Major rebuilding which will cost 


The ‘Advertiser’s Weekly’ Market 
Research Team investigate— 


The greatest single 
market in the world 


several million pounds and will 
alter part of Piccadilly Circus is 
being planned. In July, plans 
were announced by Peter Robin- 
son Ltd. for the demolition of the 
Tivoli Cinema in the Strand and 
the construction on the site of a 
modern store trading on three 
floors. Nearby, plans have also 
been announced for English 
Electric to erect, on the Gaiety 
Theatre site, an eight storey office 
block. 

There is a growing volume of 
those who work in Central 
London but live increasingly far 
from it. This is one of the 
factors which distinguish large 
parts of the Home Counties area, 


and, because of the high living 
standards of those who are willing 
and able to pay for the amenities 
provided by residence in attrac- 
tive areas, help to make the 
region prosperous above the 
average. 

Comparing the Registrar 
General’s Population Estimates 
for mid-1955 with mid-1950, it is 
clear that, in terms of gross 
population, the Home Counties 
area (which for the purpose of 
this review embraces the counties 
of Bedfordshire. Berkshire, Buck- 
inghamshire, Essex, Hertford- 
shire, Kent, Middlesex and 
Surrey) has materially increased 
in numbers, while the area 


5s 


One of the largest resorts serving the Greater London and Home 

Counties region is Southend-on-Sea, and the holiday and excursion 

period extends into early autumn by virtue of the illuminations. The 

above scene shows the season's finalists in the very popular “Miss 
Lovely” competition. 


delineated by the same authority 
as Greater London has declined. 
The net growth of population 
within the two regions is of the 
order of 184,000. * 

At the end of May, 1955, the 
estimated numbers of employees 
in the London and South-Eastern 
Region was 3,318,000 men and 
2,024,000 women—nearly 24 per 
cent of the employed male popu- 
lation and over 26 per cent of the 
women. In August, 1956, the 
male employed population was 
about 3,500,000 and the female 
employed population of the order 
of 2,080,000; thus within one year 
there has been an increase of 
considerable magnitude. 

As regards industrial develop- 
ment the following facts highlight 
some of the notable projects. 


Working area doubled 

At Manfax Works, Willow 
Lane, Mitcham, the extensions to 
the engineering works will double 
the present working area and will 
considerably increase the output 
of metal fabrication and high pre- 
cision engineering work. At 
Enfield, Middlesex, a new 
£950,000 paper mill, which will 
have an annual output of about 
10,000 tons of paper, is being 
built for the Ruberoid Company. 

The new building covers an 
area of three acres, including a 
machine room of 15,000 square 
feet. Provision has been made in 
the layout to increase production 
by a further 50 per cent if neces- 
sary. 

Another industrial development 
during the period covered by 
this review has been the openi 
of the Wellcome Foundation’s 
new £400,000 pharmaceutical 
ge building at Dartford. 

approximate production 


@ Continued on page 54 
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New developments increase 


the regional market 


capacity of the new plant, which 
has over 60,000 square feet of 
floor space, is 300,000 vials of 
insulin and 300,000 ampoules of 
other preparations per week. It 
will employ about 300 workers. 


A further project in Kent is 
the £24 million food factory 
being erected by Batchelors Peas 
at Ashford, and which will start 
production next July. At South 
Ruislip a new factory for the 
manufacture of sub-miniature 
valves and associated com- 
ponents such as transistors and 
cold cathode tubes has been 
opened by Hivac, the electronics 
division of Automatic Telephone 
and Electric Company. The staff 
of this factory numbers about 


Research into materials 


_ At Harwell the materials test- 
ing reactor, Dido, functioned for 
the first time on November 8. It 
will enable new research to be 
carried out on materials for re- 
actor construction, thus being of 
material assistance in the future 
development of the atomic energy 
programme in the UK. 


Meantime, the Atomic 
Weapons Research Establish- 
ment at Aldermaston, Berks., has 
developed a transistor-powered 
radiation monitor which will give 
visual and aural warning of the 
presence of gamma radiation. 


At Stratford in London work 
has begun on the construction of 
a new maintenance depot for 
diesel multiple-unit trains and 
shunting locomotives, while fur- 
ther out in the Home Counties, 
at Aldenham in Hertfordshire, 
London Transport’s new bus 
overhaul works were opened on 
October 30. 


Number of vehicles 


The depot, which has cost £4 
million, has a total floor space 
under one roof of 17 acres, and 
work will be carried out on a 
mass-production basis. London 
Transport has a fleet of more 
than 7,500 vehicles, and this will 
be increased to over 9,000 when 
trolleybuses are succeeded by the 
new diesel engine buses. 


Other developments in Hert- 
fordshire have been the opening 
of a new £500,000 Technical 
Service and Development build- 
ing at Welwyn Garden City, 
which provides facilities for tech- 
nical education and a complete 
service to customers. It contains 
several laboratories equipped for 
extensive experiments with 
plastics end-products and with 
machinery and techniques for 
processing plastics raw materials. 


Again in Hertfordshire (this time 
at Watford), Universal Asbestos 


(Overseas) have obtained con- 
tracts valued at £100,000 for the 
supply of asbestos cement build- 
ing materials to West African 
territories. In July, a new factory 
for the Electro - Chemic3! 
Engineering Company was offici- 
ally opened at Sheerwater. 

In the new factory, which 
covers an area of 21,000 square 
feet, the company, manufacturing 
fully automatic and other electro- 
plating and metal cleaning plant 
and chemical solutions, has con- 
centrated its engineering work, 
chemical mixing and packaging. 
and laboratory analysis of pro- 
cess solutions. 

This overall review of the level 
of activity in the Greater London 
and Home Counties Regions 
clearly indicates that for the 
manufacturer and the advertising 
man the area still provides excep- 
tional marketing opportunities. 
Finance and trade are still being 
attracted to the Central area, and 
industry shows no signs of moving 
away, despite the inducements 
offered. Population continues to 
expand, and in the areas on the 
fringe of the built-up zones new 
markets are being created. 


The evening newspapers 

The density of population and 
the high per capita level of buy- 
ing power make this world’s 
greatest market a _ particularly 
attractive one for regional 
schemes and product launches. 
To the advertiser working to a 


limited budget costs may cause 
him to pause—impact on this 
vast market can hardly be 
made on a _ shoe string—but 
sooner or later, if his product is 
to reach national recognition, he 
must come to London and the 
Home Counties. 


And he will be served by 
first class media facilities; of 
which, second to none in its 
own field, is the London 
evening press. 

Its three great papers cover the 
whole of this market—the most 
populous in the United Kingdom. 
The readership figures provided 
by the 1956 Hulton Survey show 
that the Evening News in the 
London and South-Eastern area 
has 3,230,000 readers; the Star 
has 2,390,000 readers, and the 
Evening Standard 1,460,000. 
Readership by housewives is also 
impressive evidence of the extent 
of home coverage; 1,220,000 read 


The possible 


the Evening News; 1,000,000 read 
the Star and 510,000 read the 
Evening Standard. There are few 
families in the area which do not 
read one or other of these papers. 

Moreover, most of the late 
daily issues not delivered to the 
home are, in all probability, 
taken, not out of, but back to, 
the home. This provides an 
excellent opportunity for reader- 
ship by more than one member 
of the family, and evidence of the 
extent of this habit is reflectgd in 
the high readership per copy 
figures for each paper: 2.64 in 
the case of the Evening News, 
2.58 in the case of the Star, and 
2.20 in the case of the Evening 
Standard. 


In short, the London evening 
press provides wide coverage 
throughout the area, from the 
centre to the extreme borders; 
extensive home coverage, and 
high readership per copy. 


audience for 


TV ads is now 3,450,000 


DVERTISERS’ 
cials screened on the 
London Independent  Tele- 
vision Authority station now 
have a total possible audience 
of 3,450,000 in the Greater 
London and Home Counties 
region. 


commer- 


Since the start of transmissions 
from the Croydon transmitter the 
number of homes able to receive 
commercial television has grown 
from 190,000 to 1,006,000 (the 
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This map (prepared by the Independent Television Authority) indicates 
the official limits of the new area now served by the Authority's 
Croydon transmitter, the power of which was doubled on September 8. 
Nearly 114 million people live within the new service area—just over 


10 million in the primary (heavy 
secondary area (lighter shading). 


shading) and the remainder in the 
1,006,000 homes can now receive 


independent television from the Croydon transmitter. 


latest TAM figure relating to mid- 
October). That represents 56 per 
cent of all homes with television 
sets in the area. 

Of the 15 million private homes 
in England, Wales and Scotland 
more than a quarter—3,953,000— 
are within the Croydon ITA 
transmission area. 

According to TAM’s report on 
the first year of commercial tele- 
vision, the number of homes 
receiving the programmes is 
growing at an average rate of 
40,000 homes per month in the 
Croydon transmission area. The 
actual month-by-month growth is 
indicated in an accompanying 
table. 

Doubling the power of the 
Croydon transmitter to 120 kW 
on September 8 extended the 
primary service area of the station 
to approximately 88 per cent of 
the 114 million people living 
within the new service area of the 
transmitter. 


Best viewing days 

During the first year, according 
to TAM’s report, Sunday and 
Monday emerged as the best 
viewing days in the London and 
Home Counties area (when five 
sets were tuned to ITA for each 
set tuned to BBC) followed by 
Saturdays. 

The early part of the week 
has, over the past 14 months, 
tended to show an increase in 
the ITA share of the audience 
in this area. 

In fact, it gradually became 
more and more popular until, in 
September, Monday and Tuesday 
averaged 2.65 hours viewing per 
home against 2.55 for the 
remainder of the week. 

Monday now has a slightly 
higher average evening audience 

@ Continued on page 56 
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Now-ITV has an 8-day week! 


Reproduction of 


TAM GRAPH of ATV's" TWO DAYS VIEWING” 


ADVERTISER'S WEEKLY 


: 
tot 
oe ee 


«| 9 FILM LIBERACE 2 _f 

loos | % cH] FESTIVAL ROGERS} | HOOD | |S 

097 ry I —_ = + 
Ae i SS Ss ee 


HUGH POR) wy 
LONDON ARMCHAIR [are] UACK [mar] © 
RELIGION| LUCY | PALLADIUM THEATRE —/SKELL JACKSON|sraal y. 
. stent Sacittet —- = 100%)1047 
i A EO FR 
=. . : . —+ wr 


BRAINS 
TRUST 


400 
RB 
FJ 
2 

LS 


T’S true—ATV’s new programme schedule makes Sunday as 
good as any other two days. Sunday evening has always been 
supreme—and now ATV has the same high standard of ratings 
on Sunday afternoon. In fact, ATV’s Sunday afternoon audiences 
—as you can see above—are so high that they give advertisers 
the equivalent of an extra evening’s viewing. 


THESE ARE ATV’s AVERAGE RATINGS 
in London for Sunday, 4th November: 


ATV Sunday—7.30 to 11 p.m.—69°,, 
ATV Sunday—3 to 6 p.m.—57.5°, 


rating 722,430 homes 
rating 602,000 homes 
The above ratings give the average percentage of homes view- 


ing ATV during the whole of the periods available for spot 
advertisements. They are averages of the minute-by-minute 


BOOK YOUR TIME AT ONCE 
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Associated TeleVision Ltd., Television House, Kingsway, London, W.C.2. Telephone: CHAncery 4488 
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measurement of viewing—to ITV and BBC programmes— 
which is provided for the advertising and television industry by 
TAM by arrangement with the Incorporated Society of Brit- 
ish Advertisers and the Institute of Practitioners in Advertising. 
These figures are, therefore, accepted as the most accurate 
measurement of homes viewing available to the industry. Thus, 
with a total of 1,047,000 ITV homes in London, the rating 
shown on the above reproduction of the actual TAM graph 
for Sunday, 4th November, of 79°, for “Sunday Night at the 
London Palladium,” means that 827,130 homes had chosen to 
watch this programme. 

Not only was “the Palladium Show” so successful, but ATV 
had the highest six-and-a-half hours of viewing ever seen on 
Independent Television—all on one day. 

This is further proof of ATV’s superior programme planning 
—and of the wisdom of buying into ATV’s programmes. 

You can rely on ATV’s ratings. 
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ONE OF 
BRITAIN’S 
BEST 
MARKETS 


was covered by the 
following National 


advertisers 


Abbey National Building 
Society 
Accousticon Deaf Aid 
Achille Serre Cleaners & 
Dyers 
Aertex 
A. Jones & Son Ltd. (Shoes) 
Ardente Deaf Aid 
Ascot Heaters 
Benedictine Wines 
Bentalls Ltd. 
Black & Decker 
Blacknell Sheds 
Boots (Chemists) Ltd. 
British Olivetti Typewriters 
British Railways 
C. & A. Modes Ltd. 
C. & T. Harris (Calne) Wilts 
Calor Gas 
Corona Cordials 
Court Royal Corsetry 
Courts Furnishers Ltd. 
Courtier Stoves 
Cow & Gate 
Currys Ltd. 
Dads Cookies 
Decca Records 
Diuromil—Medicinal 
Doans Pills 
Dr. Collis Browne—Medicina 
Dunlop Rubber Boots 
Elizabeth Arden Ltd, 
Electron Hearing Aid 
Esso Paraffin 
Evening News. Evng. Standard 
Farmer & Stock Breeder 
Farmiloe Paints 
Fifth Avenue Gowns 
Fordson Tractors 
Foster Clarks 
Friary Ales 
G.E.C. Cookers 
Gonzalez Byass 
Goodlass Wall 
H.B. Concrete Garages 
Halford Cycle Co. 
Halifax Building Society 
Henekeys 
Hornby 
L.C.1. Led. 
India Tyres 
Jaeger 
ames Walker Jewellers 
uno Junipale—Medicinal 
Kearsleys—Medicinal 
Kenrick Castors 
Lambeth Building Society 
Lloyds Bank 


in 1956 


London Building Society 
i Bergermaster Paints 


J. Lyons 

Manfields Shoes 

Maidenhead Building Society 

Martinez Gassiot 

Martins Bank 

Midland Bank 

Montague Burton 

McDougalls Flour 

National Provincial Bank 

National Savings 

Osborn’s Gentlemen's Relish 

Parkinsons Stoves 

Pearl Assurance 

Perrings Furnishings 

Persil 

Peter Robinson Ltd. 

Pickfords Removals 

Pilot Radio 

R. & W. Paul Cattle Foods 

Radiation Cookers 

Radio Rentals 

Raldex—Medicinal 

Randalls Shoes 

Refuge Assurance 

Redex 

Red Hart Rum 

Regent Oil 

Russell & Bromley Shoes 

Seeboard 

Selfridges Ltd. 

Senior Service Cigarettes 

Shellmex 

Singer Sewing Machines 

Slumberland Mattresses 

Smarts Furnishers 

Spirella Corsets 

Startrite Shoes 

Steedmans Powders 

Steyning & Littlehampton 
Building Society 

Sunday Express 

Sundew Margarine 

Tarbett 

The People 

Tide 

Timothy Whites & Taylors 
Led. 


Tylers Wines 

Van Heusen 

Walpamur Paints 
Westminster Bank 
Westminster Building Society 
W. H. Smith & Son 

Wolfe & Hollander Ltd. 


in THE 


SURREY 
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Facts and figures about 


the television audience 


than any other week-day. This 


| information should go a long way 


towards convincing advertisers 
that the early part of the week in 
London, against which they have 
been fighting shy to date, is after 
all a good proposition in terms 


_ of audience reached. 


And referring to the character- 
istics of the ITA homes, the TAM 
report states that they are rela- 
tively higher socially than the 
remainder in the area. Some five 
per cent fewer ITA homes are in 
the “D” social class (the lowest 
two- thirds in the socio- economic 
scale) than all in the area. 


Classification of homes 


Details of “A,” “B” and “C” 
class homes—the top third—in 
the Croydon transmission area, 
are shown as follows: ITA homes 
41 per cent, all homes 36 per 
cent. 

Another factor which has 
emerged during the past year is 
that large households and those 
with children form a relatively 
large proportion of ITA homes. 
In the Croydon area 69 per cent 
of such homes have three or 
more persons per home and 31 
per cent have one or two 
persons. 


The average number of indi- 
viduals per home is greater for 
ITA homes than for homes in 
general—the average number in 
all homes being about 3.0 and in 
ITV homes about 3.5. 


Visiting the homes 

Augmenting the actual audi- 
ence, there is what TAM refers 
to as a “bonus” for advertisers 

this being comprised of visitors 
to ITA homes. An average con- 
sensus puts the number of visitors 
between 8 pm-10 pm on week- 
days in London, in the region of 
20 for every 100 sets tuned to 
ITA, and about 45 at week-ends. 


One final factor revealed in 
the first year was that 65 per 
cent of all viewing time was 
spent tuned to ITA against 35 
per cent to BBC-—in homes 
where there was a choice. 


Month-by-month growth of 
the number of homes (000’s) 
receiving ITA transmissions in 
the London ITA area as 
defined by TAM. 


1955 
Sept. ; 190 
mid-Oct. 375 
Nov, 450 
Dec. 510 

1956 
Jan. 552 
Feb. 618 
Mar. 664 
April 715 
May 765 
June 814 
July 856 
Aug. 890 
Sept. 930 
mid-Oct. 1,006 


The Nielsen Television Index 
people, in their report on the first 
year, give interesting statistics on 
audience composition. Women, 
the reports says, tend to pre- 
dominate in the ITA audience. 
The proportion of men is at its 
highest of the day between 
10 and 11 pm, although even then 
women predominate. 


Size of audience 


Children’s viewing habits show 
sOme surprises in the Nielsen 
report. An analysis of a typical 
month in the London and Home 
Counties region indicates, as 
might have been expected. that 
5 pm-6 pm claims the highest 
children’s audience (298.000). But 
the 7 pm-8 pm and 8 pm-9 pm 
periods also showed a high per- 
centage of children viewing—in 
fact. the latter period (with 
174,000) showed an increase on 
the 7 pm8 pm period (with 
164,000). 

What viewers think of the pro- 
grammes is. of course, so closely 
allied to the fact of whether or 
not they watch the commercials 
that it is of interest to study the 
only analysis of programme 
ratings so far published. 

In this connection there is a 
table here to show how Nielsen 
place programmes in the London 
and Home Counties regio. 


Faveurite Programmes @ on BTA heen Rating | 


Gun Law 


No. of Times No. of Times 
Programme in Nielsen Top 
“ Top 10” Rating 
Sunday Night at the London ee 46 18 
Dragnet ... on 42 7 
I Love Lucy ... 6 | ! 
Take Your Pick . : 4 | 5 
Jack Hylton Presents | 22 ! 
Theatre Royal 6 } 
Robin Hood . . i 
Double Your ‘Money - 
Saturday Showtime. é 
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Group advertising in the 


weekly newspapers 


says R. W. GRUNDY, 


information officer, Newspaper Society. 


HE advertiser who wants 
local coverage in the 
Greater London and Home 
Counties regions has particular 
cause to study the weekly 
newspapers of the area because 
they are the only local ones. 
Local evenings exist only on or 
beyond the fringes of the area. 

That is the simple reason why 
there are so many strong weeklies 
in the London suburbs and 
throughout the Home Counties. 

The area is a complex one but 
a welcome simplicity faces the 
advertiser because so many of the 
weeklies are either sizeable units 
in themselves or are linked by 
arrangements for group adver- 
tising. 

For example, you can send one 
order and one block to Greater 
London’s Greater Press and pay 
one account for coverage in 68 
papers. This group provides an 
ABC net sale of almost 1} million 
at a cost of £25 per single 
column inch, It embraces sub- 
stantial combines such as the 
Kentish Times Series and South 
London's Suburban Group, as 
well as the individual coverage of 
such indispensable papers as the 
Luton News, Hertfordshire Mer- 
cury, South London Press, Ilford 
Recorder, Surrey Comet and, of 
course, many others. 


Provides tie-up 


Advertisers on commercial tele- 
vision will find this group of 
particular value because it pro- 
vides the essential press tie-up in 
precisely the area covered by the 
London station. 

In a similar way—but with a 
quite separate range of papers— 
the London Suburban and Home 
Counties Press provides a simple 
way of advertising in 35 papers 
at a cost of £15 5s. Od. per single 
column inch. Again, there is an 
ABC certified net sale, the current 
figure being 660,469. A _ few 
typical titles will give some indi- 
cation of the type of papers in- 
cluded in the group — the 
Hackney Gazette, Herts Adver- 
tiser, Maidenhead Advertiser, 
Slough Observer, and South 
| London Observer. 

For group advertising in yet 
another range of weeklies there 
is the London and Southern 
Counties Press whose 47 mem- 
bers are spread over more than 
4,000 square miles of desirable 
territory in South-East England. 
They provide a guaranteed sale 

of 428,720 copies at £9 15s. Od. 
per single column inch—which 
shows a considerable saving on 


the rates of the individual papers. 
In addition to these groups 
there are a number of proprie- 
torial groups of papers asso- 
ciated by ownership and not 
merely for the purposes of 
advertising. They can be very 
useful to an advertiser seeking 
substantial circulations in 
limited areas, 

Such groups as the Home 
Counties Newspapers, with a net 
sale of more than 140,000 in 
Bedfordshire, Hertfordshire, and 
Buckinghamshire, and the Mid- 
dlesex County Press, with a 
net sale of more than 163,000, 
provide heavy coverage in their 
localities. 


Separate districts organised 

Other proprietorial groups are 
different in that the ownership 
embraces papers or groups of 
papers in quite separate districts. 
For example, London Counties 
Newspapers offer five papers in 
the North London suburbs, four 
in South-West London and two 
in Kent, with some saving in cost 
to the advertiser using the whole 
group. 

It is important to note that 
some of the proprietorial groups 
belong in whole or in part to one 
or other of the advertisement 
groups. Some schedules will 
need to be checked with this in 
mind to avoid duplication of 
instructions. 

One cannot, of course, rely 
wholly on the groups for full 
coverage of this area. There are 
many papers which are entirely 
free of any associations. The 
coverage, for example, of Read- 
ing, with its three weeklies, re- 
quires separate consideration. 

Similarly, neither the Surrey 
Advertiser nor the Surrey Times 

-both of Guildford—belongs to 
any group. 


Tapping the market 


A schedule of 
papers, carefully 
cover the London 
Counties regions, will give the 
advertiser a medium of the 
utmost accuracy, flexibility and 
force in tapping this concentrated 
market. The weeklies are essential 
because of their close readership, 
their length of life and their 
immediate impact upon local 
shopping habits. 

These are characteristics which 
have long been recognised and it 
is encouraging to see, in the 
recently published Market Survey 
of Kent, just how well they stand 
up to searching statistical enquiry. 


weekly news- 
compiled to 
and Home 
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When you realise that the West London Observer covers 
an area stretching from Paddington to Putney, from St. 


} 

| 

| Marylebone to Southall .. . well, you can see that it’s 
| too large a world to neglect ! 

| The West London Observer is one of the most widely 


read and trusted of London’s weekly newspapers. Over 
21,000 people read its lively news pages and features, 


and take a keen interest in its advertisements. Your 
advertisement will be noticed, read and seriously con- 
sidered. Make sure the West London Observer is on 


your list, 


West Dondon Observer NEWS 


(Established 1885) 
BARNES * MORTLAKE * KENSINGTON ~ PUTNEY | 
RICHMOND * SHEPHERDS BUSH © FULHAM ~ NOTTING HILL 


ACTON * PADDINGTON * HAMMERSMITH * SOUTHALL 
ST. MARYLEBONE * HARLESDEN * HANWELL * CHISWICK for — a 
HOUNSLOW ~ BAYSWATER © BRENTFORD ~* EAST SHEEN 
WEST KENSINGTON : KNIGHTSBRIDGE 4 KEW 


Send for rate card and voucher to: 


Sa i. auiaalee PUTNEY 
: ABC CIRCULATION FIGURE 20,981 Jan.-June 1956 ROEHAMPTON 

. | SOUTHFIELDS 

| | | WANDSWORTH 
: BELMONT FINANCE CORP.,LTD. | EARLSFIELD 
| | 
| | 
| | 


| Milwards CLAPHAM 
JUNCTION 


eine ae eee ETC. 


MORLAND's cea 


These, as so many others, WANDSWORTH BOROUGH NEWS CO. (1954) LTD 
have become familiar names Head Office: 
— clients of 144 WANDSWORTH HIGH STREET, S.W.18 


Telephone: VANdyke 4226-7 


BERKSHIRE 


TELEPHONE : READING SF$O295- 
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The best part of 
SOUTH LONDON is covered 


EVERY 


y 


SOUTH LONDON’S 


SUBURBAN GROUP 


OF NINE NEWSPAPERS 
NEWS BUILDINGS 
2 BELVEDERE ROAD, UPPER NORWOOD, S.E.19 
LIVINGSTONE 3333 


STREATHAM NEWS 


WIMBLEDON BORO’ NEWS . NORWOOD NEWS 
BALHAM & TOOTING NEWS & MERCURY 
MERTON & MORDEN NEWS . 
MITCHAM NEWS & MERCURY 
PENGE & ANERLEY NEWS 


CLAPHAM OBSERVER 


NORBURY NEWS 


THE 
WALTHAMSTOW 


GUARDIAN 


for 


Walthamstow, Leyton, Leyton- 
stone, Chingford, Highams Park, 
Wanst:ad, Woodford, ctc. 


The only local newspaper covering all 
these areas with A.B.C. figures. 


18/6: =. 
* 


CLASSIFIED ADVERTISEMENTS 


appear in ail editions in the series. 
The A&B system ceased to operate in 


1953 


* 


All enquiries to 


Advertisement Manager, 
Guardian Centre, 16! Hoe St. 


The 


London, E.17 
Tel: LAR. 7501 (3 lines) 


GUARDIAN 


People who know call it ‘London's 


finest 


suburban newspaper. 


WHAT AGENTS WANT TO KNOW 


Women’s 
market 


YES, it’s the women who do 
most of the buying in the 
clothing shops—even the men’s 
outfitters agree on that. 


IN the Clothing Group of shops 
(which includes footwear) the 
Middlesex County Press covers 
36% of the total outlets in the 
county. 


IF you're advertising to the 
women’s market, here indeed 
is county coverage without 
compare and at 57/6 per s.c. 
in. it’s the best and cheapest 
medium. Have you tried it? 


NET WEEKLY 
161,685 
SALES (ABC) 
per 57/6 s.c. in. 


Middlesex 
County 
Press 


HIGH STREET, UXBRIDGE 
Phone: UXBRIDGE 8383 
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‘Back to normal’ trend in 


cinema attendances 
reports NEAL KIRBY, 


ib a table with this regional 
survey (below) I have set 
out the population and cinema 
statistics of a number of coun- 
ties in the South-East area of 


England. As you will see, this 
differs slightly from the Regis- 
trar General's area. But it 
may be useful as a general 
guide to advertisers. 

From a marketing point of 
view, this part of England is most 
interesting. For one thing, the 
population is steadily increasing. 
For example, in the last 20 years, 
Hertfordshire has gone up by 52 
per cent, Hampshire by 42.9 per 
cent and Buckinghamshire by 
42.3 per cent. This growth of 
population in the Metropolitan 
Area and Home Counties (which 
still continues) emphasises the 
ever-growing demand for con- 
sumer goods and the increasing 
scope for advertisers. 


Caus> for pleasure 


There is a second factor about 
this area which pleases us as 
screen advertising contractors. 

In the last quarterly survey 
published by the Board of 

Trade, the cinema attendance 

figures for 11 out of the 18 

counties represented showed an 

increase over the previous three 
months. 

We do not suggest that this 
heralds a complete reversal of the 
drop in attendances which fol- 
lowed the opening of commercial 
television a year ago. But it does 
indicate that the first enthusiasm 
for the new medium is steadying 
and that cinema patronage shows 
signs of returning to normal. 
Indeed, during the last few weeks, 
record attendance figures have 


of Rank Screen Services Ltd. 


been reported from all over the 
country. 
Support for this view comes 


from 


tne 


recent 


BBC 


survey 


titled .“ Effects of Television on 


the 


Interests 


Adult Viewers,” 


and Initiative 
conducted by 


of 


W. A. Belsen and read at the 
British Association’s meeting on 


August 31 this year. 


from inquiry 


this 


shows 


Evidence 
that 


where cinema attendances are 
adversely affected by television, 
the impact tends to be progres- 
sively lessened as time goes on. 


Very wide coverage 


The reader will see from the 


table that a high proportion of 
circuit cinemas are situated in 
the London and South Eastern 
area; in point of fact, over a 
quarter of all the cinemas in 
the country are to be found 
This means that a very 
wide blanket coverage of the 
population 
experience shows that the best 
results are obtained from mer- 
chandising 


here. 


area. 


in 


is possible 


and 


a concentrated 


Apart from the important role 
of London and South Eastern 
England in any national cinema 
advertising schedule, some adver- 
tisers initiate their campaigns in 
this region. 
cases (such as the London even- 


ing newspapers, 


Besides the obvious 


South Eastern 


Gas and Electricity Boards, etc.) 
we have found that in our own 
screen magazine, “Shop,” there is 
always a strong demand for space 
in this area. 

The regional nature of the film 
enables us to judge pretty clearly 
from month to month how adver- 
tisers feel about the various parts - 


of 


the 


country. 


| Distribution of Population and Cinemas | 


Thousands Number Number Number Total 

County of of of of | number of 

Population CMA ABC IND Cinemas 

— | eae Recake 

London. | 3,322-0 108 52 151 311 
I ake. oes | 1,600-0 23 17 62 102 
Surrey ; 1,635-0 24 8 32 64 
Sussex. | 956-0 12 il 46 69 
Hants ; 1,243-0 18 9 65 92 
Berks ; 435-0 3 15 7 25 
Bucks : | 403-0 5 1 18 24 
Oxon : | 2es | 1 7 12 20 
“ 320-1 | 2 3 12 17 
Herts ; 671-7 | 9 1 38 48 
Essex ; | 2,113-0 19 8 56 83 
Cambs. 179-7 — 6 4 | 20 
Hunts : 72-8 _ — | 5 5 
Suffolk  . 452-7 4 3 30 37 
Norfolk |. 549-6 3 oo 39 
Middlesex .. 2,256-0 | 19 A 21 | 55 
Isle of Wight 93-5 1 — | 13 14 
Northants . 368-9 6 xs 39 
16,9698 | 257 163 | 644 | 1,064 
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A region with superb 


poster facilities 


By A SPECIAL CORRESPONDENT 


FEW parts of the country 
are better equipped for 
outdoor or transport advertis- 
ing than the Home Counties. 


In all the urban localities, 
which are thickly populated, there 
are poster sites, solus sites and 
special sites, and running tnrough 
this close network of publicity 
facilities there are Underground 
trains reaching out as far as 
Aylesbury, Uxbridge, Hounslow, 
Richmond, Wimbledon, Morden, 
Upminster, Cockfosters, High 
Barnet, Mill Hill, Watford, 
Chesham and other places, thus 
making a ring round London, 
from which the advertisements 
are transported. 


The London Transport ‘bus 
areas stretch out even further, to 
places like Letchworth, Dunst- 
able, West Wycombe, Windsor, 
Woking, Guildford Horsham, 
East Grinstead, Tonbridge, 
Gravesend, Tilbury, Brentwood, 
Harlow, and Bishop's Stortford. 
Moreover, there are provincial 
"bus services in Essex (Eastern 
National Omnibus Co. Ltd.), ‘n 
the south (the Brighton, Hove and 
District Omnibus Co. Ltd.), in 
Berkshire (Thames Valley Trac- 
tion Co. Ltd.), and in _ the 
northern area (the United 
Counties Omnibus Co. Ltd.). 


FOR YOUR NEXT 
APPROPRIATION 


BOREHAM WOOD 
AND ELSTREE 


POST 


EDGWARE 


POST 


Combined Rate, 8/- per s.c.l. 


165 STATION ROAD, 
EDGWARE - MIDDLESEX 


Telephone : EDGware 5217/8 


In addition, there are ample 
poster and solus site facilities in 
all the Home Counties. In Bed- 
fordshire, for instance, Bedford 
itself has ample sites and so have 
Biggleswade, Dunstable, Luton, 
Leighton Buzzard and the other 
shopping centres. 

Berkshire is dotted with large 
towns in which there are excel- 
lent sites in advantageous posi- 
tions, in Windsor, Newbury, 
Reading, Maidenhead—to men- 
tion but a few. Buckinghamshire 
is similarly well placed. Slough, 
of course, is well known as a busy 
centre, with plentv of shops, and 
with a good sprinkling of sites 
for effective outdoor displays. 
High Wvcombe, Aylesbury, and 
many of the other towns have 
facilities for an efficient showing 
of posters. 


which merit consideration in 
any poster camoaign. Bromley, 
Gravesen1. Gillingham. Chat- 
ham. Maidstone, Roches*‘er, 
Tonbridge, and Tunbridge 
We'ls are names which are pre- 
eminent. 


In Essex we have the “border” 
areas of Walthamstow, Levton, 
Ilford, Barking. East ard West 
Ham: while further afield there 
are Dagenham, Gravs, Romford, 
Chingford, Brentwood, Ongar 
and Chelmsford. 


Familiar facilities 


In Middlesex we are still within 
the shadow, or the sunshine, of 
Greater London, and there can 
be but few marketing experts 
who are not familiar with the 
facilities in Brentford, Ealing, 
Willesden, Hendon, Tottenham, 
Hornsey, Edmonton, 
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Enfield, | 


and all the built-up areas in | 


between. 


Hertfordshire is graced with 
Watford, St. Albans, Hitchin, 
Bishop's Stortford and Hemel 
Hempstead. 


Within the area of Surrey there 
are such well-known shopping 
centres (all with excellent poster 
and solus sites) in Richmond, 
Wimbledon. Kingston, Croydon, 
Mitcham, Guildford and many 
others. 

The towns mentioned here do 
not pretend to be a full list of 
the centres where posters can be 
shown to the profit of the manu- 
facturer and the retailer. 
they do reveal a wealth of oppor- 
tunity which should appeal to 
advertisers anxious to develop 
sales within this area. 


But | 
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ONE OF THE 
GREATEST SINGLE 
IN THE HOME COUNTIES 


MARKETS 


NO CAMPAIGN IS COMPLETE 


IN THIS AREA WITHOUT THE 


HOME COUNTIES 


NEWSPAPERS GROUP 


The Group consists of eleven live LOCAL 
weekly mewspapers, covering approximately 
1,000 square miles of Beds, Herts and Bucks, 
and has carried many successful test campaigns 
in the past few months in this vast and fertile 
agricultural and industrial area. 


A.B.C. NET SALES JAN.-JUNE 


140,285 


PER J TRADE 
S/COL ra FLAT 
INCH RATE 


Represented in London by WILL KITCHEN, Jr., LTD. 131 Fie: Sereet, E.C.4. 
Phone: 1960 FLEet Street 
Head Office: LUTON. Phone: 5050. 
Advertisement Manager: Cloude W. Gilder 


THE 


KENSINGTON 
NEWS 


AND 
West London Times 


- FRIDAY (Price 34.) 


This popular Newspaper has been established over 80 years 
and circulates in the following districts >— 


Kensington Shepherd’s Bush Hammersmith 
S. Kensington Bayswater Fulham 
Notting Hill Paddington Chiswick 
Brompton Chelsea Acton 
Mayfair Barnes 


HEAD OFFICE : 118 KENSINGTON CHURCH ST., W.8 


For advertisement rates and specimen copy telephone 
BAYswater 3221/2, 7267/8 
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AD MAN’S 
BOOKSHELF 


How USSR 


sells its 


policy 
By JOHN CRISFORD 


wr percentage of their 

total public relations and 
advertising appropriation do 
most advertisers spend on the 
individually spoken word— 
often stated to be the most 
persuasive of all media? 

One per cent? 

It is unlikely to be as high. 

Yet according to F. Bowen 
Evans, a United States official, 
the Soviet Union spends 67.7 per 
cent of her propaganda appro- 
priation in this way.* It spends 
another 20 per cent on radio | 
propaganda, 7.4 per cent on | 
printed material (including the | 
cost of Pravda, Izvestiya, and | 
Trud), 3.3 per cent on tours and | 
facility visits, 1.2 per cent on 
the Tass news agency, and 0.4 per 
cent on films. | 

| 


More than ever 


According to Mr. Evans there | 
were, in 1954, more Communist 
books, periodicals, and pamphlets | 
published, more _ radio pro- 
grammes broadcast, more films 
shown, more participation in 
trade fairs, more visits by 
officially sponsored delegations, 
and more scientific contacts made 
than in the previous year—and | 
most of this propaganda relied 
heavily on the technique of con- 
stant repetition, and three major 
psychological stimuli: 

@ The sentiment of nationalism 

and patriotism 

@The instinct of fear and | 

suspicion 

@The desire to select the | 

carrot in the carrot-and-stick 

alternative 

There is no doubt that the 
Soviet Union takes her propa- 
ganda very seriously, and in this 
connection Mr. Evans quotes 
Lenin: “The principal thing, of 
course, is propaganda and agita- 
tion among all strata of the 
people,” and Stalin: “Jf our 
Party propaganda for some 
reason goes lame .. . then our 
entire State and Party must in- 
evitably languish,” and Pravda 
in 1946: “There can be no 
breathing space in ideological 
warfare... . Let the enemy con- 


* Worldwide Communist Propaganda 
Activities, edited by F. Bowen Evans, 
published by the Macmillan Co. Ltd., 
price 2is 
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ADVERTISING SERVICES 


TYPOGRAPHIC 
ADAPTATIONS 


set charges 


adapts 


13 Goodwin’s Court 
St. Martin’s Lane 
London, W.C.2. 


COVENT GARDEN 1522 


Design 
FOR 
PRINTERS 


Design Typography 
Photography 
Artwork 
To the Trade 


13 Goodwin’s Court 
St. Martin’s Lane 
London, W.C.2. 


COVENT GARDEN 1522 


T. G. SLADE 


and Associates Ltd. 


Creative 
Advertising 


A FULL CREATIVE SERVICE 
TO ADVERTISING AGEN- 
CIES, INCLUDING EXHIBI- 
TION STAND DESIGN, 
WORKING DRAWINGS 
AND CONSTRUCTION. 


13 Goodwin's Court 
St. Martin’s Lane 
London, W.C.2. 


COVENT GARDEN 1522 
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EXHIBITIONS & DISPLAYS 


COLLINS SIGNS 


DISPLAYS + SIGNS 
SILK SCREEN PRINTING RODney 
TICKETS - posters 9609 


SA * CLARENCE YARD - CRAMPTON STREET 
LONDON - S.E.17 


Children 
badgering 


parents are bad- 
ering shop- 
eopers . . 
suppliers are 
badgering 
manufacturers 
ali for grogems 
presenti RODEN badges. Soon manufac- 
an So ee YOU—to tell them 


more about to-the-minute means of 
tae aeaes. T get in touch with US— 


WHITE HART STUDIOS 
SCULPTORS & DESIGNERS 
RUBBER ADVERTISING 
MODELS 
la THE WALDRONS, CROYDON, 
SURREY. 


Phone: Croydon 1343. 


J WATSON \or00" iro 


BASSEIN HOUSE 

BASSEIN PARK RO 

LONDON - W-l2 
PWOME 


DISPLAY 
UNITS IN 
PLASTIC 


Signs Showcords Dis 
Exhibition Stands Silk 


CB display service Itd 
Directors: H, BARNETT V, STAMFORD 


61, PENTON ST., LONDON, E.C.I 
TERMINUS 7080 


lays Posters 
reen Printing 


== | PRoven 


AND SON LTD... 
SS HATTON GARDEN, LONDON, E.C.1. 
Telephone: HOL. 0139 


Remember 


Best for quality ~ 
* Best 
Best for oolew . gg 


= KNIGHT & COMPANY 
Chingford Mc. Rd., E.4. LAR 2241/2 


XMAS GIFTS 
A LARGE AND VARIED RANGE 
CAN STILL BE SUPPLIED 
DON'T DELAY! 


CONTACT US NOW 


CITY SUPPLIES COMPANY 
36 Copthall Ave., £.C.2 NAT 825! 


YOUNG & FOGG RUBBER CO.LTD. 
Wimbledon, S.W.19. LIB 6281 ( 6 lines) 
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PHOTOGRAPHERS 


ENLARGEMENTS 


CALL IN 
CARLTOGRAPH 
WATERLOO 6544 


44-50 Lancaster Street, London, S.E./ 


& MANCHESTER 


3, The Parsonage, Blackfriars 4052 


PHOTOGRAPHERS 


PHOTOGRAPHIC PRINTS 


100 
1000 
1000000 


azo <o@ 


3 Dorset Buildings, 
Salisbury Sq., London, E.C.4. 


FLEET STREET 5300 or 7921 


R. FOX L” 


OF HAMPSTEAD, N.W.3 


WE WIL 


SE MOST HAPPY TO 


BLOW-UP 


FROM YOUR NEGATIVES 


0-DAY 


ww YOU SO DESIRE 


room HAM 9868 ons 


COLLECTIONS and DELIVERIES 
LONDON AREA—TWICE DAILY 


See Ware about 
Publicity Pictures 


with a news angle 


AC.KWARE service includes 
an extensive library of Colour 


and Monochrome pictures 


A.C.K.WARE (om paens) LTD. 
26, Basinghall St. London, E.C.2 


METROPOLITAN 9856 


Photographic 


+ ANY 
Prints| 3%: 
Write or Phone | QUANTITY 


lL ate. 
Pr olfowornts . 
€ LILYWHITE LTD. 
Brighouse, Yorkshire. Phone : 1240 
73 BAKER STREET, LONDON, wW.! 
Phone : WELbeck 0938-9 


commernciah «= Ag 
& INDUSTRIAL E 
PHOTOGRAPHERS 


65 FLEET ST., LONDON, E.0.4. Tel: FLEET STREET 4173 
26a BREWER ST., LONDON, W.1, Tel: GERRARD 2230 


We are proud 
of our Studios and 
of the work we produce. 
YOU ARE CORDIALLY 


295 Camberwell New Road 
London, S.E.5 
Tel: RODNEY 5811/2 


Specialists in Photographic 
Printing Processes for 
Advertising, Display 
and Exhibition 


PHOTOGRAPHY FOR ADVERTISING 


COWDEROY 
AND MOSS 


LIMITED 


JOHN COWDEROY, A.R.P.S. 
GEOFFREY MOSS, A.R.P.S. 


25 MANCHESTER SQUARE, W.! 


HUNter 9911 


WALTER BIRD 
ADVERTISING HEADS 
Monochrome or Colour 

"Phone : FRO 1018, 1019 


Photographic Iliustration Ltd 
85 Cromwell Road, S.W.7 


@ Continued on page 64 


ADVERTISER'S WEEKLY 


Ad Man’s 
Bookshelf —conta. 


sider us nasty people. 
mouth of the enemy this is 
praise,” and finally, perhaps, 
ominously, Liu Shao-chi: “. . . a 
fortress is most pregnable from 
within.” 

What, however, are we doing 
about propaganda ourselves? 
Have we not our United King- 
dom information services? Have 
we not our British Council? We 
certainly have, but Mr. Evans 
dismisses them, I hope wrongly, 
but I fear rightly, in a single 
sentence: “ . Free World 
counterparts do exist, but they 
lack the cohesion and singleness 
of purpose which mark the Com- 
munist effort.” 


Co-ordinating the weapons 


The Communists, he goes on, 
view propaganda as a weapon to 
be used constantly, closely co- 
ordinated with other weapons, 
both to supplement military, 
economic, or diplomatic mea- 
sures, and to substitute for them 
when those measures are impos- 
sible. unpractical, unproduc- 
tive, or uneconomical. In the 
long run the aim is to economise 
the material cost of power or 
even more specifically, world 
dominance. 

An outstanding development 
during 1954 was the increasing 
exchange of delegations, with the 
object of making more accept- 
able proffered Soviet help, both 
economic and technical, thus 
breaking (as the Soviet authori- 
ties put it) “the near monopoly 
of the United States in providing 
technical assistance.” 

We are told by Mr. Evans that, 
based on the latest national elec- 
tion figures, Britain's Communist 
Party is the weakest in Western 
Europe (0.1 per cent of the total 
poll) but he warns that despite 
any talk of peaceful co-existence 
the fundamental Communist ob- 
jective is still the eventual com- 
munisation of Western Euro 
and subordination to the Soviet 
Union. 

How far is Soviet propaganda 
achieving its aim? 


From the 


A different picture 


Does the word Italy conjure 
up for you pictures of Venice 
and La Lollo? Italian Com- 
munists have 22.6 per cent of the 
total poll, and 24 per cent repre- 
sentation in the legislative house. 
And La Belle France? Do you 
think of Le Mans or the wine of 
Bordeaux? If so give a thought 
to the fact that the French Com- 
munists have 25 per cent of the 
poll and 15.3 per cent represen- 
tation. Recent tragic events in 
Hungary has, inevitably, caused 
some comrades to revise their 
views. But the question still 
remains : 

Is it later than we think. . .? 

How authoritative is this book? 

It is hard to tell. The editor is 


@ Continued on page 64 
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described as “currently employed 
by the US government” and the 
book is compiled mostly “from 
unpublished materials and eye- 
witness reports obtained from 
the US government representa- 
tives and correspondents _ sta- 
tioned throughout the world.” 

Yet it is not an official publi- 
cation and there are some curious 
gaps. The scope of the work is 
claimed to be world wide (ex- 
cluding the Soviet Union itself). 
But the editor divides his world 
into four “areas”: Western 
Europe; the Near East, South 
Asia, and Africa; the Far East; 
and Latin America. This classi- 
fication excludes North America 
and Australasia. 

The omission of the US itself 
is particularly unfortunate and 
although presumably part of 
“Africa,” South Africa is no- 
where mentioned. Australia gets 
three incidental mentions while 
Canada gets two figures in one of 
the tables and New Zealand one. 


Comparisons required 


The book deals exclusively with 
propaganda from Communist 
sources and the reader is there- 
fore constantly wishing for a 
yardstick by which to measure 
activities. Weekly hours of radio 
transmission by the Soviet Union 
and the satellites mean little un- 
less one knows what the corre- 
sponding figures are for the BBC 
Overseas Service and the Voice 
of America. The reader assumes 
that the Communists are more 
active than the Free World—but 


by how much? The book does 
not tell. 
Nevertheless, despite some 


over-emphasis (for example “A 
myriad of Communist friendship 
societies” and “The population 
of Communist China 1s literally 
deluged with propaganda”) the 
editor has done something worth 
doing, and useful to all interested 
in communicating ideas. 

The book should be issued 
annually although the next 
edition should be really world- 
wide in its scope and provided 
with yardsticks as well as a much 
better index. 


This cigar display has been 
designed and made by Victoria 
Plastics & Designs Ltd. for 
Lambert & Butler Ltd. 
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| SILK and 
SCREEN 
PRINTERS 
SUPPLIES 
GEORGE HALL’S 
of course ! 


GEORGE HALL (Sales) LTD. 
111 Wellington Road, South, 
Stockport. Tel. STO 3375. 


SILK SCREEN SERVICES 
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Cut-out relief lettering ine 
15 distinguished Types Y 


ready gummed, 
sizes 3/16” to 12” “3 


- 
Jia! 


long or short runs of colour 
printing. Any Material 
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_ LONDON INDUSTRIAL ART L 
| Myron Place, London, S.E.13 |” 3 AI Saints Road, London, W.11. 
Lee Green 6133/4 'f * Tel, PARK 943) 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


SHOWCARDS - 
WINDOW BILLS + CUT-OUTS on 


POSTERS 


36 NORTH ROAD, 
YORK WAY, LONDON, N.7 
— NORTH 3327-6 — 


When next you have 
a QUALITY job 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards—Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 

E. CHRISTIAN & CO. LTD. 

63 St. Paul’s Road, N.! 

CAN 246! 


PRINTING TRADE 


COUNTRY RATES 


Luffs Printers 


SMALL JOURNALS 
AND COMMERCIAL 


High St., SLOUGH 20037 


PROCESS ENGRAVERS 


DESIGNERS AND 
PHOTOGRAPHERS 


PUBLICITY 


SCREEN PROCESS 
PRINTING « DISPLAY 


© MULTIPLE DISPLAYS 
© SHOWCARDS 
© CUT-OUTS, Etc 


53/55 WESTON ST. 
LONDON, S.E.! 
Phone: HOP 4178 & 5771 


SHOWCARDS - POSTERS 
CUT-OUTS - DISPLAYS 


“SILK 
SCREEN PRINTING 


Lorge or small quantities 
on any material 


SCOTTISH 
STUDIOS & 
ENGRAVERS LTD 


19% CLYDE STREET 
Giascow, CI 


SE PRINTING BLOCK 
makers tm come GaN 
TONE & Cocoun VS 


ond screen biecks by Preote-engraving 
electron process by modern methods 


POSTERS (all sizes 
SHOWCARDS & DISPLAY BLOCKS & DIES 
UNITS 
SILK SCREENED or BRASS BLOCKS & DIES 
SINGLE COPY Grass blocks or Foil blocking on 
pny A Dg wu pm 
a & D ADVERTISING showcards, etc. Steel dies for metal. 
35, Merton Rd., London, $.W.18 14 CLERKENWELL GREEN, ECCI 
Telephone: VANDYKE 6860 CLE 6474 Est. over 40 years 
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PHOTOGRAPHERS | 


YOUR FILM &T.V. 
TITLE PROBLEMS 
SOLVED 


ring GERRARD 8197 
STUDIO VERNON & TELEVISION 
TITLES. 


COMMERCIAL ARTISTS | 


VERY RARE 
‘ photographic ’ 
RETOUCHING 


“* natural "’ retouching 


essential to good advertising 


Phone: CHAncery 3902 


SMH 


2 Doughty Street, W.C.! 


TUDOR ARTAGENCYL™ 


representing 
FREE LANCE ARTISTS 
| FURNIVAL STREET, LONDON, E.C.4 
HOLborn 884! 


COMPLETE STUDIO SERVICE 


142 HEN A CHICKENS COURT 
» FLEET STREET, £.0.4 
Telephone: Chancery 9266 


MISCELLANEOUS 


45 


[% many respects this year’s 
edition of the Advertising 


| and Press Annual of Africa 


(formerly the African Press 
and Advertising Annual) is an 
entirely new publication. 

The page area is nearly twice 
the size of previous issues, there 
has been a complete rearrange- 
ment of the contents, and the 
scope has been extended with a 
number of new sections, such as 
those for sign advertising, postal 
publicity, printing and packag- 
ing, and a gazetteer of South 
African marketing and transport 
facts. 

This directory is the only work 
of reference in its important 
field, throwing a revealing light 
on the enormous potentialities of 
a continent with an area of 
approximately 12 miliion square 
miles, whose population already 
exceeds 200 million and is in- 
creasing year by year. 


Size of expenditure 


In South Africa alone advertis- 
ing expenditure has reached the 
total of at least £12 million a 
year, and in other parts of Africa 
which are developing rapidly, 
advertising expenditure is at 
present estimated to represent a 
further £15 million. The very 
real need for a work containing 
reliable facts and _ practical 
information concerning African 
markets, their press and other 
advertising facilities is, there- 
fore, obvious, and this work is 


MISCELLANEOUS 


choose 


VINCI 


artists’ 
brushes 


(Marabuwerke A.G. 
—W. Germany 


RETOUCHING COLOURS 


for Positive and Negative 
Photo Retouching. 
6 Shades of Cool Grey 
6 Shades of Warm Grey 
Matt and Glossy Black 
Brush & Airbrush White 
Negative Opaque Red 
Opaaue Vermillion 
10 ccm. TUBES 1/11d. 
Semi-moist button colours 33 mim. dia. 9d. 
LANGFORD & HILL LTD. 


MARABU) 


ADVERTISER'S WEEKLY 


AD MAN’S BOOKSHELF 


eTo aid advertisers 


and agents 


a basic directory has been 


thoroughly revised 


Comprehensive guide to 


advertising in Africa 


of great value to exporters, 
industrialists, business executives, 
advertisers, sales managers, and 
all who wish to know more of the 
potentialities otf the African 
continent. 

The press guide and advertise- 
ment rates section is the only 
one in existence for all-Africa. 
In addition to the title, address, 
frequency, language, size, and 
advertisement rates for publica- 
tions of every type, the subscrip- 
tion rate and the name of the 
publisher have been included. 

The special advertising media 
section contains advertisement 
rates and a wealth of other prac- 
tical information concerning 
media other than the press, 
including radio, cinema, poster, 
transport, aerial, and exhibition 
advertising. 

Another feature gives the 
names and addresses of all im- 


portant advertisers in South 
Africa, and the names of the 
products they advertise. Other 


information includes the name of 
the executive in charge of adver- 


| tising, and the name of the firm's 


China and glass store dis 


9 WARWICK STREET, LONDON, W.! 


CIRCULARISING LTD. 


*«« All that the name implies ”’ 


Acdressing. Folding. Gnstesing. 
Mailing. acsimile etters. Dupli- 
cating. Lists Supplied. Lists Main- 
tained. jirect mail campaigns 
prepared and executed with speed 
dency. 
Telephone 19 Marylebone Lane’ 
Hunter 9627. ondon, W.!- 


Sune Hicks 


for 
DEMONSTRATORS 
MODELS 
EXHIBITION STAFF 


12, Perrins Court, London, N.W.3 
HAMpstead 4899. 


advertising agency. 
There is a separate article for 
each of 41 territories on the 


African continent. They contain 
up-to-date information and 
statistics covering area, —— 
tion, industries, agriculture, 
minerals, language, etc. 

Also included is an extensive 
directory of products and ser- 
vices in the printing, packaging, 
and publicity fields. Many addi- 
tions have been made to the 
“Who's Who” section, which 
gives brief biographies of 
personalities connected with 
advertising and the press in all 
parts of Africa. 

The annual has been edited by 
Chas. R. Pask and Percy A. 
Bilooman, and is published at 
37s. 6d. a copy, post free, by the 
National Publishing Co. (Pty) 
Ltd. of Cape Town and 
Johannesburg, South Africa. 


Clearer spots? 


TV reception: Do many viewers 
put up with less than the best 
because they are a little scared 
of using the various controls? 
Believing that they do, Iliffe & 
Sons Ltd. have published 
Improve Your Television Recep- 
tion, by John Cura and Leonard 
Stanley, price Ss. 


play 


“a 


Woollands of Knightsbridge have provided the prospective buyer of 
china and glass with an ideal setting for making a choice. To comply 
with the current demand for clean and simple lines in furniture, the 
re-designed showroom (on the lower ground floor) is both light and 


spacious. 


A large range of china, glass, cutlery, kitchenware and 


ovenware has been put on view. 
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ETAILING the self-service 

way has come to Belgium 
as to all-other north European 
countries; and—again as in 
the other countries—it is being 
developed by grocers of all 
types, including multiples, 
private traders and co-opera- 
tives. 

The system generally in use in 
Belgium is, however, more what 
we should call semi-self-service 
than the 100 per cent method 
now being widely developed in 
Britain. Thus, in the country 
within focus this week there is 
a good deal of service within the 
self-service layout for certain 
classes of commodities. There is 
also a tendency to give staff aid 
to those customers who desire it. 


Extending the principle 


Although  self-servicing is 
largely confined to food, the co- 
operative organisation, Economie 
Populaire, is extending the 
principle of selection by the 
customer to non-food articles in 
some of its branches. For 
example, the store in the small 
provincial town of Bastogne has 
self-service foods on the ground 
floor and a self-selection textile 
department on the first floor. 

Three multiple companies are 
in the forefront of the self- 
service movement. They are 
de Gruyter, whose shops are in 
and around Antwerp ; Etablis- 
sements Winandy, of Liege ; 
and Delhaize Freres et Com- 
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New techniques of retailing are being taken up 
by the Belgians—who are adding 
refinements of their own 


The ‘semi-self-service’ 
method finds favour 


FOGUS O 
BELGIUM 


pagnie le Lion, whose head 

office is in Brussels. As owners 

of 400 branches and centre of 

a voluntary chain of 1,600 

members, Delhaize Freres are 

particularly well worth studying 
in relation to the growth of 
self-service in Belgium. 

During the past 12 months, they 
have opened (or converted) five 
self-service shops, giving them a 
total of a dozen branches now 
operating on this principle. The 
number may seem a small pro- 
portion (three per cent) of 
the company’s total number of 
branches, but it is extremely 
interesting—and __ significant—to 
note that in them all, whether 


Come and see us at work 


the system is self-service or 
counter-service, the principle of 
visual selling is always practised. 
In other words, the customer can 
see all the merchandise in the 
shop. 


Competing with multiples 


Besides the 12 self-service shops 
operated by Delhaize Freres there 
are a few others owned by mem- 
bers of the company’s voluntary 
chain. This consists of private 
traders who obtain the majority 
of their supplies from the Del- 
haize organisation. Similar chains 
(for instance, the big Red-and- 
White set-up) have been most 
successful in enabling the inde- 
pendent retailer to compete with 
the multiples. But, so far, they 
are virtually non-existent in 
Britain. 

Nevertheless, although it is not 
difficult to find a self-service food 
store in nearly every Belgian 
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PUBLI-SYNTHESE & 
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You will see the activities of a 
team which deserves 


because its service \ rewards. J 


E al es 


R.L. DUPUY S.A - 170, Avenue Louise - BRUXELLES - Tel. 48,65,80 


rewards 


By BRIAN MOORE, 
editor, Self Service 


town (even if not a true grocery 
store, then at least the food sec- 
tion of a Priba chain bazaar 
branch) self-service pioneers are 
not having an easy time of it. 
In the words of G. Beckers, an 
executive of Delhaize Freres and 
one of the foremost Belgian ex- 
ponents of self-service methods: 

“Self-service is developing 
slowly in Belgium but is en- 
countering more obstacles here 
on the side of the customers 
than in other European 
countries.” 

After informing me that his 
company now has a dozen self- 
service shops, M. Beckers went on 
to say: 

“In these shops, however, 
numerous customers still de- 
mand staff service and it is 
only by gradual stages that 
complete self-service is being 
evolved. . . . The number of 


@ Continued on page 67 
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Four-sponsor U.S. drive to 
establish new dessert 


HE dessert dish styled 

“fruit cocktail - eggnog 
pie” is being intensively adver- 
tised and merchandised in the 
United States during this month 
and December by its four 
original sponsors—the Cling 
Peach Advisory Board, the 
American Dairy Association, 
and General Mills and Knox 
Gelatine. 

“Some 127 dairies with more 
than 300 branches,” reports 
Stanley Plumb, advertising and 
merchandising manager for the 
CPAB, “joined with most of the 
grocery trade last year to help 
introduce the dessert to the 
public, and this year our team 
will be still bigger.” 

Beside California fruit cock- 
tail, the featured ingredients in 
the pie are commercially-pre- 
pared eggnog, Knox Gelatine 
and Betty Crocker’s homogenised 

* pie crust mix. 

Women’s magazines used 

Four consecutive pages in the 
December 10 issue of Life, sup- 
ported by top women’s maga- 
zines and network television 
shows, will give the grocery trade 
one of the most colourful mer- 
chandising spreads it has ever 
had during a holiday season, 
according to Plumb. 

“All items are in good supply 


» es 
2 
Ne * ~- 
One of the Christmas promo- 
tional pictures issued to trade 
journals by the Cling Peach 
Advisory Board to popularise the 
new pie promotion. 


at this time of year and sales 

increases during the 1955 mer- 

chandising drive showed the pie 

to be a natural for the traditional 

dinners and for parties between 

as and New Year's 
y. 


FOCUS ON BELGIUM—continued 


articles sold in shops of the 
self-service type is greater than 
those in the service shops. This 
results from the fact that it is 
precisely those shops offering 
a sufficiently large sales area 
that lend themselves to self- 
service. Consequently, we can 
display in them a larger pro- 
portion of the 2,000-odd items 
on our stock list. It is in this 
way that certain non-food 
items represent a higher per- 
centage of the turnover in these 
self-service stores than in the 
other shops.” 


He went on to explain how 
difficult it was to assess the rela- 
tive sales of self-service and 
counter-service shops. His ex- 
planation underlines the semi- 
self-service nature of the Belgian 
system (taking his company’s 
stores as typical). He said: 

“In our self-service shops, 
and especially in the two most 
important of ‘them, there are 
sections such as _ poultry, 
delicatessen, fish and other 
perishables which are still sold 
on service and which make 
comparison with other shops 
difficult.” 

To put it briefly; Belgium is 

a country of conservative shop- 
ping habits occupying a position 
about half way between the still 


September. 


more conservative French on the 
one hand. and the north of Eng- 
land on the other. Despite this, 
Belgian retailers are making pro- 
gress. But they are keeping their 
paces short and placing their feet 
with great care. 
* * * 

Tue BritisH section, 21,000 
square metres, will be one of the 
largest of the foreign sections 


in the 1958 Brussels Universal 
and International Exhibition. 
But, in addition, the USSR. the 


United States, France and Hol- 
land are taking the maximum 
space. The German section (next 
to the British area) will be 18,500 
square metres, and of the 
Commonwealth countries, Canada 
is making a big show with a 
section of 11,000 square metres. 
In point of fact, Canada is one 
of the first to start building, and 
the Canadian Ambassador in 
Belgium laid the foundation stone 
of the Canadian Pavilion early in 
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ARNAK PRODUCTIONS LTD. 


manufacturers of 


PLASTIC FANCY GOODS 
heat sealed or stitched 


<bift Lines 


Desk Pad Sets 


Notecases 


Writing Cases 


Radio Times Covers 


Wallets Scissors Cases 


Pen & Pencil Cases Comb Cases 


Shopping & Travel Bags 


and many other gift lines made to order ~- 


send for illustrated catalogue 
ARNAK PRODUCTIONS LTD. 
38, Dalton Street, Manchester 4. 
Telephone : COLlyhurst 4321 


Technical articles of real interest to engin- j 
eers and executives appear regularly in 
Mechanical World. If your products appeal 

to the Engineering Industry, send for free 

specimen copy and rate card. 


=Mechanieal World 


ENCINEE RING RECORD 


Published monthly in London and Manchester 
Street West, Manchester 3 
pew ne at OTe Aad bend Gunes Avenue, E.C.4 


—— AO 


MWw.I5 


SERVICES trp 


WAREHOUSE|| FINAL 


NOTICE 


Have you booked your 
space for 1957 in the 


High Street - Wealdstone - Middx 


LABEL PUNCHING 
GUILLOTINE CUTTING 
CREASING - MACHINE FOLDING 
SHOWCARD MOUNTING 
BOOK SEWING- WIRE STITCHING 
SHOWCARD FRAMING 


DUSTRIES ASSOCIA- 
TION? 


Ea 


47 VICTORIA STREET, 
LONDON S.W.!. 


Telephone HARROW 0366 Abbey 6172 
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_ THE GRAPHIC ARTS | 
—a Weekly News Survey 


3 NEW GRAVURE ROTARIES 


—and a self-justifying typewriter 


An amalgamaton of the 
eight craft printing trade 
unions in'o one 100,000-strong 
body is likely to take place 
early in the new year. 

Representatives of the eight 
unions recently held a three- 
hour meeting in London. A 
drafting committee of three 
was appointed to prepare a 
finished amalgamation plan— 
which will be submitted to a 
conference expected to take 
place next month. 

One craft union—the Scot- 
tish Typographical Associa- 
tion—is at present outside the 
plan. But it may dec‘de te 
join the merger after further 
consultation with its members 

In the non-craft section of 
the printing indusiry, two 
other unions are planning 
their own amalgamation. 
They are the National Society 
of Operative Printers and 
Assistants (Natsopa) and the 
Paper Workers’ Union. 


All about book 


impositions 


A new revised and extended 
edition of Book Impositions 
has been published by the Book 
Printers and Publishers’ Binders 
sections of the British Federation 
of Master Printers. 

The object of this book, first 
published bv the Master Book- 
binders Ass ciation in 1927, and 
revised in 1936 and 1946, was to 
remove misunderstanding be- 
tween publishers, printers and 
binders of matters relating to 
machine folding. 

The new edition is profusely 
illustrated with thirty-six dia- 
grams of varying imposition 
schemes, which are prefaced by 
general information on folding, 
cutting, collating and signature 
marks and packing. 

Copies of the book may be 
obtained from the secretary, 
British Federation of Master 
Printers, 11 Bedford Row, 
London, W.C.1, price 5s., post 
free. 


Gifts for LSP 


Gifts recently made to the 
London County Council for the 
use of the London School of 
Printing and Graphic Arts in- 
clude a transfer press from the 
Penbroke Carton and Printing 
Co. Ltd., a ruling machine from 
W. H. Smith and Son Ltd., and a 
hand press from John Swain and 
Son Ltd 


A range of three new Italian 
web-fed multi-colour photo- 
gravure rotaries is now available 
in Britain. Giving details, the 
October issue of Printing Ab- 
stracts, published by the Printing 
Packaging & Allied Trades Re- 
search Association, notes that two 
of the machines will take web 
widths respectively 294 and 
39} in. and a range of cylinder 
circumferences from 15 to 30 in. 
and 19} to 39} in. They are 
constructed on the unit principle. 
The third is a combined gravure 
and aniline printer which can 
print on film, laminated foil, 
paper and carton board. It is 
compact and space-saving. 

One of the most interesting 
items concerning composing is a 
French machine which effects 
justification of typewritten matter 
without double typing. The 
machine delivers a negative by 
submitting each line to an appro- 
priate optical effect which, with- 
out calculation and by a simple 
direct exposure, automatically 
controls the lengthening of short 
lines and the shortening of long 
ones, without affecting the height 
of the characters and without 
necessitating displacements to 
either the document or the 
film. The use of the justifier 
doubles the production of five 
typewriters. Another model— 
which is in effect a composing 
machine—delivers a justified posi- 
tive, made up into pages in two 
operations. 

Changes in body size and 
width of letters and sloping 
of the vertical lines can be 
effected without difficulty. 


The Wiggins Teape Group exhibited products of the Dartford & Grease- 


proof Paper Mills at the recently-held Dartford Trade Fair. 


Visitors to 


the stand were invited to make their own sheets of paper with a hand 


mould. 


Here Miss Kitza Kazacos, well-known singer who opened the fair, 


makes a sheet of Dartford Sunlight Bond under the watchful eye of the 


Hon. P. Best (left), general manager of Dartford & Greaseprvo] 


aper 


Mills, and E. Frost (right), of the Wiggins Teape Group. 


Association for print technologists 


The Association of Printing 
Technologists (APT) is the title 
of a new technical society for the 
printing and allied trades, It is 
designed to provide a forum for 
those engaged in production, re- 
search and development who are 
interested in the application of 
scientific methods to the indus- 
try. 

Discussions and papers will 
therefore be at a technological 
level, and will in general deal 
with the new work which is 
taking place in many aspects of 
the printing trade. 

APT recognises that science is 
entering more and more into 
printing, and at a time of rapid 
growth and technological changes 
in the mode of production there 
exists the need for closer liaison 
between specialists engaged in re- 
search and development and 
those engaged in the industry. 


The Irish Press Ltd. recently had on display in the windows of their 
O'Connell Street building the latest Intertype machine, a Teleprinter and 


other machinery. 


Visiting the display above are (1. to r.): Major Vivion de 
Valera, managing director, lrish Press Lid.; 


P. L. Crowley, managing 


director, Intertype Ltd., Slough; J. C. Dempsey, general manager, Irish 
Press Ltd.; and E. C, Redshaw, manager in Ireland for Intertype Lid 


An organisation of this kind, 
it claims, should provide a chan- 
nel of communication for the 
interchange of ideas on a wider 
basis than that provided by any 
of the existing societies. 

It was decided at the inaugural 
meeting that the first major 
activity. of the new association 
will be a one-day conference at 
which technical papers will be 
delivered. This is to be held in 
London early in 1957 and the 
organising committee is now 
arranging the details. 


Committee members 


The first chairman is Dr. G. L. 
Riddell (PATRA) and the hon. 
secretary is F. W. Mackenzie. 
The following were elected as 
members of the committee: 
Gordon Allen (electronics); Dr. 
R. F. Bowles (ink); H. M. Cart- 
wright (photo-engraving): Dr. 
Vv. G. W. Harrison (PATRA); 
R. F. G. Holness (printing); H. J. 
Jarrold (printing), G. Thompson 
(paper); W. H. Wass (printing). 
The hon. treasurer is A. Kirk 
(BFMP) and the hon. auditor is 
G. Card (printing). 

Membership of the Association 
is open to individual technologists 
in the printing and allied trades 
and in those industries supplying 
the raw materials and equipment, 
and also those using the products 
of the printing and allied trades. 

Applications should be made 
to F. W. Mackenzie at 58 Frith 
Street, London, W.1. The sub- 
scription is two guineas per 
annum. 


Engravers’ club talk 


Conditions in Russia proved an 
engrossing subject to members of 
the Process Engravers’ Club at 
their onening dinner, held at the 
Hyde Park Hotel last week. The 
sveaker was Dr. W. Cawood, 
director-general of scientific re- 
search (air) at the Ministry of 
Supply, who visited Moscow this 
summer 
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We Hear 


Three Scottish football 
clubs, Partick Thistle, Lanark 
and St. Mirren, now have painted 
advertisement posters round their 
pitches. Contractors for all three 
are Howats Advertising Service Ltd. 

*x * * 


New PR account for Elizabeth 
Kenyon, of Kenyon’s Personal Ser- 
vices, is the Yorkshire Marriage 
Bureau. 

The staff of Samson Clark and 
Co. Ltd. and associated companies, 
have organised their own collection 
to aid = Hungarian — Fund. 

* 

Robin “iedeiie Pe account 
executive at Smiths Advertising 
Agency Ltd., addressed the Camber- 


well Rotary Club recently _ on 
“Does it py to advertise?” 

+ o 
iin, Stinton, Woolley Ltd. 


are now handling PR for Keystone 
Knitting Mills (1928) —_ 
* * 


Industrial Press Ltd. are to print 
50,000 publicity folders for Southend 
Corporation for £327, and Arthur 
Maiden Ltd. will print 20,000 copies 
of Bath’s new official guide for £815. 

* * * 

In A Northerner’s Guide to Com- 
mercial Television, a brochure issued 
by Nevin D. Hirst (Advertising) 
Ltd., the Leeds agency, Gordon 
Duffus, the agency’s radio and tele- 
vision director, answers many of the 
questions likely to be raised by 
potential ry in this medium. 

* 
niente Council is to spend £450 
on national press advertising during 
April and May next year. 


PUBLICATIONS IN THE NEWS 


A. G. Hall forms 


new company 


A. George Hall, editor of Invita- 
tions to Dine and London's Festival 
Ballet Annual, has announced the 
formation of a new company, Hall 
Publications Ltd. Among the books 
to be published in the new year 
will be To Dine and Wine in 
London, a bi-annual pocket book 
published in December and July at 
6s. 6d., listing restaurants, famous 
dishes and wines and which will 
carry advertisements at £25 per page 
and £15 per half page, and The 
Wines of the World, to be published 
annually, giving a survey of over 
300 wines. Priced 10s. 6d., this will 
carry advertising at £40 per page and 
£25 per half page. In addition the 
following have been scheduled for 
production in 1957: Theatre in 
Britain, Ballet in Britain, Art in 
Britain, Opera in Britain, Cinema in 
Britain, Wireless & Television in 
Britain and Records in Britain. They 
will all carry advertisements. Also 
planned for 1957 is a series of travel 


books which will carry ads, three 
of which, This is Norway, This is 
Sweden, This is Denmark, will be 


available a the aed 


~ 

The Bucks Free Press centenary 
special will be distributed with this 
week's paper, although the actual 
centenary date is December 19. It 
will consist of a survey of the past 
100 years of local life and will be 
well supported by local advertisers. 


A. S. KNIGHT LTD 


ART AGENTS 


AS LEADING ART AGENTS 


WE HAVE BUILT UP 
AN ENVIABLE REPUTATION 
IN GREAT BRITAIN, EUROPE 


AND THE UNITED STATES 


| 


Art buyers know they can depend upon our service in supplying the best | 


artwork suited to their needs. 


We represent over 60 skilled artists and designers (including many 
famous names) whose combined talents cover the entire field of design 


and illustration. 


To these talents we add our own invaluable experience of creative 


collaboration with artists and clients. 


If you are interested in the successful results we achieve, ask to see 
specimens or view the original work in our office-showroom. Please 


telephone for an appointment. 


GRANVILLE HOUSE, 


Temple Bar 0033-5 


ARUNDEL STREET, LONDON, W.C.2 


THE SHORT STORY MAGAZINE 


outstanding 
stories 


i. B. BATES 
PAUL GALLIOO 
MICHAEL GILBERT 


Victor Canning’s new novel, 
“Manasco Road,” will begin as a 
three-part serial in the January issue 
of Argosy. Accompanying _ this 
feature will be ten complete stories 
by leading writers. Posters and 
showcards will publicise the number. 
* 


* 

This week's Everybody’s includes, 
in the middle of the issue, an eight- 
page “Christmas Catalogue.” It is 
similar to the catalogue sent out by 
large stores but is made up from 
a number of individual advertisers’ 
announcements, with the product 
illustrated, described, and priced. 
The centre double-spread is in 
colour. The advertisers left the dis- 
play of the advertisements to the 
discretion of the publication. 

* *” x 

A full-colour presentation birthday 
photo-portrait of Sir Winston 
Churchill, by Karsh of Ottowa, will 
be included in next week's I[lus- 
trated. There will also be a £100 
prize in a Christmas competition in 
which readers are asked to select 
gifts for a family of five from a 
number of advertisements. 

x * 


* 

“The North's Greatest Selling 
Force to the Quality Market” is the 
slogan that prefaces a new brochure 
and rate cards issued by the White- 
thorn Press for their three maga- 
zines, Lancashire Life, Yorkshire 
Life Mlustrated and Cheshire Life. 
The brochure claims that the com- 
bined rate of £178 per page for 
four-colour advertising in the three 
magazines is the cheapest colour 
rate among class magazines. 


First issue reprinted 
The first issue of New Venture 


has been reprinted “to satisfy 
demand by schools and _ whole- 
salers,” say the publishers. Arvin, 


Ilford, and book publishers will be 
among advertisers in the December 
issue. National advertisers have 
already booked space in_ the 
January issue, which will include a 
een — —e 


The Siteenibie ae pone issucs 
of Plays and Players will contain 
the full text of Noel Coward's 
“Nude with Violin” with pictures 
of the London production. The 
issues will be supported by adver- 
tisements in The Observer, Daily 
Mail, News Chronicle, The Stage 
and What's On. 
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Profile series 


on ad men 


The December issue of Art & 
Industry will contain the first of a 
series of profiles under the general 
heading of “The Creative Mind in 
Advertising” written by Mary Gow- 
ing, a past-president of the Women’s 
Advertising Club of London, and at 
present consultant with Mather & 
Crowther Lid. The subject of the 
first profile is Hans Schleger and the 
series will include Ashley Havinden 
(January) and S. E. Shelton of 
Mather a eee 4 Ltd. vmraney). 


The Straits Times ‘aaah as 

by the Straits Times Press Ltd. 
Singapore, will be available in Pa 
don “towards the end of December,” 
priced = 6d. "bee pee. 


The 29th edition of x" FBI 
Register of British Manufacturers is 
being published this month for the 
Federation of British Industries by 
Kelly’s Directories Ltd. and Iliffe 
& Sons Ltd. at 42s. It lists the pro- 
ducts and services of over 7,000 
member firms under over 5,400 
epee ee 


“The * eg has published a 
24-page supplement called Survey 
of Commerce which carried some 


eight pages of advertising. The 
supplement dealt with banking, 
insurance and investments. 

* * * 


The Shoe and Leather Trades 
Buyers’ Register, Brands Directory 
& ry is to be completely sovines 
next year, and will have over 500 
pages. It will sell at £1. 


Still in the family 


The Strathearn Herald has 
celebrated its centenary. The Herald 
has been a family concern for 94 
years. It was purchased in 1862 by 
David Philips. When he died in 
1926, at 94, he was still editor and 
proprietor, being both in age and 
length of service the oldest jour- 
nalist in Britain. The newspaper is 
now owned by his grandson, vid 
Philips. 


* + * 

The 1957 Diamond Jubilee Edi- 
tion of The Municipal Year Book 
and Public Utilities Directory has 
now been published by The Munici- 
pal Journal Ltd. at £5 Ss. An 
advance copy was presented to the 
Lord Mayor of London, at his 
request, in order to help him in 
contacting local authorities in con- 
nection with his Hungarian Relief 
Fund 

* * + 

To celebrate the completion of 
21 years of publication the 
Anglian Magazine has published a 
special issue. Advertisement support 
—amounting to some 67 pages—is 
an all-time record. The East Anglian 
Magazine is published monthly. It 
has a circulation of 14.000 and 
claims an actual readership. based 
on a recent readership survey, of 
over 100,000. 


* * 7 
A survey of Russian industry and 
machine tool production started 


recently in Metalworking Produc- 
tion. The information was gathered 
by the journal’s staff during visits 
to the USSR. 

* 


+ * 

Health & Strength Publishing Co., 
Ltd., have acquired the fortnightly 
Health & Strength and Health & 
Strength Annual from Athletic 
Publications Ltd.  Pvblishing ar- 
rangements are being handled by 
International News Co, Ltd. 
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NEW COPPER 
DISPLAY 
TECHNIQUE 


A new engraving process for 
use in advertising and display has 
been evolved by Millett, Levens 
(Engravers) Ltd., whose range of 
products includes nameplates, 
dials, instrument panels, signs, 
displays, and plastic and metal 
advertising novelties. 

A large-scale advertising cam- 
paign will shortly be launched to 
publicise it. 

The new technique consists of 
laminating copper foil on to a 
synthetic resin base. The copper 
not required is chemically etched 


away, leaving a_ high-polished 
copper design on the base 
material. The copper lettering or 


design can be plated chrome, 
silver, or with other finishes and 
can incorporate coloured enamel 
within the design or lettering. 

Feature of the new process is 
that the base material can be 
supplied in walnut, oak, or other 
wood finishes, as well as in a 
large range of colours. 

An ADVERTISER'S 
reporter writes: 

I was shown examples of the 
new display technique by L. 
Levens, managing director, at the 


WEEKLY 


Millett, Levens works on the 
Barnet By-pass. 
Versatile 


The new process is extremely 
versatile. 1 saw fashion drawings, 
lettering of various kinds, filigree 
designs of extreme fineness and 
intricacy, and a variety of specific 
adaptations such as ornamental 
dials for aneroid barometers—all 
in gleaming copper on what 
looked like walnut or oak, or on 
brightly coloured backgrounds. 
The result was at once attractive, 
striking and dignified, although | 
was assured that the process lends 
itself easily to mass-production 
requirements and that the cost is 
well below that of most plastic 
displays. 

It would appear to have a wide 
range of application, particularly 
for point-of-sale display, both for 
national advertisers and—because 
of its versatility and cheapness— 
to smaller advertisers as well. 

Mr. Levens said that he will 
shortly be publicising this new 
process with display advertise- 
ments in furniture, cosmetic, 
textile, display, store, and other 
trade papers and by classified and 
small advertisements in selected 
national papers. 


(See Mainly Personal, page 73.) 


faced with 
problem of expansion, have to 
scatter their departments wher- 
ever office space is available, or 
put up an entirely new building. 
Not so Clifford Bloxham and 


Most agencies, the 


Partners. Instead of going out- 
wards they went upwards when 
they re-housed their creative 
departments. On the flat roof 
above their offices in Red Lion 
Street, London, WC1, they have 
built a complete new floor. 

Guests at a celebration party on 
Thursday of last week were 
headed by Alan Wilkinson, pre- 
sident of the Institute of Practi- 
tioners in Advertising. They 
included C. W. V. Truefitt, 
T. G. N. Pearce, L. W. Need- 
ham, A. W. Burnett, John Ross- 
wick, John Coope, W. W. J. 
Studd, W. Memory, George 
Dunbar, Harris Kamiish, 
George Cooper, Arthur New- 
ton, Leslie Room and J. P. 
O'Connor. 

In the photograph above are (I. 
to r.) K. Squires, advertising 
manager, and A. W. Bunn, sales 
manager, Hoover Ltd., with 
Clifford Bloxham, chairman of 
the agency. 


Ads and — 


interest 


In the belief that advertising 
and an interest story can be 
blended together effectively in 
an advertising magazine, John 
Sharman-Walker designed and 
scripted a magazine, based on the 
Oxford and Cambridge Far 
Eastern Expedition, which was 
televised by Associated-Rediffu- 
sion Ltd. on Monday evening. 
Although the dialogue of the 
Oxford and Cambridge men 
appeared spontaneous, it covered 
the selling points or references 
desired by the advertisers— 
Mobiloil, Lodge Plugs, Dunlop, 
Aertex, Omo, Brooke Bond Tea, 
Marzine Tablets, and Grundig. 
The magazine was produced by 
Miss Joan K. Welch, of A-R. 


More revenue ‘offset rising costs’ 


An “unprecedented increase ” 
in the revenue of the Lincolnshire 
Standard had largely offset higher 
production costs, H. Bateman. 


chairman of the company. stated 
at the 44th annual meeting. - 
He reported that greater effici- 


ency had resulted from the 
reorganisation of the works, con- 
sequent upon the extensions built 
last year, 

The Standard’s ABC weekly 
sale figure had reached a record 
of 51,167. 


Tothill chief on 
Commonwealth 


+. 
unity 
Leaders of British industry, 
finance and commerce, along 


with Commonwealth High Com- 
missioners and Commissioners, 
were among the guests at a 
luncheon given by the editor, 
Don Taylor, and the directors of 
Tothill Press Ltd., on behalf of 
New Commonwealth, at the Hyde 
Park Hotel. 

Guest-of-honour and principal 
speaker was Mr. Alan Lennox- 
Boyd, MP, Secretary of State for 
the Colonies, who spoke on the 
problems and _ opportunities 
awaiting British industrial and 
business interests as more and 
more countries of the Common- 


wealth moved towards  self- 
government. . 
A. C. Duncan, chairman of 


Tothill Press Ltd., in introducing 
the speaker, said: 

“All of us here have realised 
that, as the dependent countries 
of the Commonwealth attain 
self-government, one after the 
other, this question of develop- 
ment—and particularly of 
economic development—becomes 
of major importance. 

“It gives the best hope of in- 
creasing our mutual prosperity. 
It offers a major chance of 
strengthening the unity of the 
Commonwealth.” 


ADVERTISER'S WEEKLY 


Ad support for 
Hungarian 


Relief book 


In 48 hours 29 advertisers 
bought a total of 174 pages in 
Cry Hungary which has been 
produced by Picture Post with 
full Fleet Street support in aid 
of the Lord Mayor of London's 
Hungarian Relief Fund. 

Rates for this 100-page pro- 
duction are £250 per page and al! 
profit goes to the Relief Fund. 

The advertisers were Morris 
Motors Ltd., Petfoods Ltd. (Kit- 
E-Kat), Melbourne Hart Ltd., 
Cohen Weenen & Co. Ltd., John 
Harvey & Sons Ltd., Bristol, 
United Canners Ltd., Young & 
Rubicam Ltd., Quaker Oats Ltd.. 
Sunlife Assurance Company of 
Canada. 

Lilley & Skinner Ltd., Butlins 
Ltd., Uford Ltd. (Ilford Films), 
John Mackintosh & Sons Ltd., 
Vi-Spring Products Ltd., H. J. 
Heinz & Co. Ltd. Thomas 
Hedley & Co. Ltd. (Tide), Elec- 
trix Ltd., Dolcis Ltd., Brown, 
Gore & Welch Ltd. 


Marks & Spencer Ltd., 
National Bank Ltd. Cadbury 
Bros. Ltd., International Latex 


Corporation, Twiss & Brownings 
& Hallowes Ltd. (Hennessy), 
Lambretta Concessionaires Ltd., 
Famel Syrup, Cherry Heering, 
Weetabix Lid. and G. & C. 
Finance, 


Press reports 

The 100 pages of Cry Hungary 
contain reports from corre 
spondents of all the leading 
nationals, many newspaper and 
agency photographs, and car- 
toons by Illingworth (Daily Mail) 
and Vicky (Daily Mirror). 

Price 2s., the book will be 
obtainable from all newsagents 
and stationers next Monday. 
Windowbills will be supplied to 
them, but with a view to keeping 
down expenses there will be no 
other advertising. 

The widest possible editorial 
publicity is hoped for. 


Electric sign with two messages 


A new dual-message illuminated advertising display unit for retailers 
is now being produced by A. & M. Goodman Ltd., of Cricklewood. 


The sign measures 134 in. by 
104 in. It consists of a trans- 
parent plate bearing the message 
and a flashing device behind. The 
light flashing makes one part of 
the message disappear, leaving the 
rest of the story or completed 
message on display. 

It costs £5. Orders of 50 or 
more can be hired at Is. each per 
week. Extra plates are 30s. cach 
and can be made in a variety of 
colours. 

A. Conroy Gerrard, sales mana- 
ger of Goodman’s, says that they 
have had considerable success 
with the sign, especially with 
wine and spirit merchants and 
shirt manufacturers. The cost of 
running the sign is neglible. 


173 pages of ads 
in ‘New Scientist’ 


First issue of the New Scientist, 
Maxwell Raison’s 1s. weekly 
edited by Percy Cudlipp, appeared 
yesterday (Thursday) with adver- 
tisements from such concerns as 
Shell, Shell Chemical, Esso, 
Fairey, Handley Page, Courtald, 
Bowaters, and AEI. 

There are also advertisements 
from smaller specialist firms and 
from book publishers. Altogether 
there are 134 pages of display ad- 
vertising and four of classified. 
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YOU CAN’TBEATT.S. &T.R. 
FOR ADVERTISING VALUE! 


LOW RATES 


ony 10 / Gad pen pace Pen THOUSAND COPIES SOLD, AT £275 PER PAGE 
BIG SALES 
925,615 (JAN - JUNE 1956: ABC) 


FAMILY READERSHIP 


“T.S.” and “T.R.” are read by the people who really 
count in the mass family market—the housewives— 
850,000 of them (Hulton Readership Survey) giving 

a rate per page of housewife readership of 


ONLY 6/ 5d per THousann 


1/3 MONTHLY 


1/3 MONTHLY 


A. H. McISAAC : ADVERTISEMENT DIRECTOR 
ARGUS PRESS LTD -: 8/10 TEMPLE AVENUE - LONDON €E.C.4. FLE 3514 
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HE BUZZES 
WITH IDEAS 


E\vEN when one is, like me, not 
particularly technically-minded, it 1s 


always interesting to be taken round - 


a factory by an enthusiast. One 
such is L. Levens, managing direc- 
tor of Millett, Levens (Engravers) 
Ltd. 


Mr. Levens is almost literally 
buzzing with ideas—and they all 
work 


Apart from the serious enginecr- 
ing production which he does for 
Government and industry—and 
apart also from the new engraving 
process which is going to have a 
wide range of advertising and dis- 
play applications—he showed . me. 
when I was in his office the other 
day, a first-rate pamphlet which he 
had written and designed and which 
would do credit to the production 
deparunent of any agency; a radio 
set working without internal wiring 
at all: an adhesive which will bind 
panels on to metal surfaces so firmly 
that little short of an H-bomb could 
separate them, and—in lighter vein 

an attractive table lamp—ideal for 
nurseries—with a heat-actuated 
revolving cylinder that gives the 
effect of fishes gliding through water. 

I have no doubt at all that many 
more remarkable ideas will be 
applied by Mr. Levens—providing 
he is wise enough not to work him- 
self to death! 

a * * 
DURING the last three months 
bus advertising has made its debut 
in and around Accra. This service 
has been introduced by a new com- 
pany, Gold Coast Publicity Ltd. 
whose London representative, E. H. 
Smith, tells me that of the 128 buses 
in the municipal service, about 40 
already carry advertising on side 
panels (26 ft. 3 in. by 4 ft.) and rear 
panels (7 ft. 4 in. by 4 ft.). 

Singer. Decca. and Socony 
Vacuum are among big names 
already showing, and there are also 
advertisements for food, beer, sheet 
steel, textiles and other commodi- 
ties. Posters are not used; the ad 
vertisements, which are booked for 
12 months. are painted on to the 
panels and are regularly inspected 
and maintained. 

Mr. Smith tells me that the only 
other media at present in Accra dis- 
trict are press advertising and 
cinema slides. The English language 
is compulsory in the schools. 


WEEK'S WISECRACK 
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“When Carruthers emerged 
from the boot of our new 
client’s car it was his gait 
that was unsteady not his 
gaiters.” 


IN view of the Suez affair, the 
petrol economy run with a Lotus 
sports car which Sports Car and 
Lotus Owner have sponsored in con- 
junction with Esso Petroleum Co 
Ltd.. was particularly worth while. 

The run was successfully carried 
out by lan H an associate 
editor of this new monthly journal, 
and his co-driver Tim Martin. The 
car, one of those actually used in 
the 1956 Le Mans 24Hour Race. 
completed the 892 miles at an 
average fuel consumption of 38.585 
m.p.g.. in the time of 17 hours 28 
minutes, an average speed of 51.06 
m.p.h. 


Ostrovsky is given 
a farcical twist 


WHILE I have always enjoyed the 
Fleet Street Players’ performances 
on behalf of NABS, | must confess 
that I have never looked forward to 
the actual play itself with anything 
like the pleasure I feel in their choice 
of Ostrovsky’s “The Diary of a 
Scoundrel,” which they will perform 
at the Scala 
on Monday 
and Tuesday, 
December 3 
and 4. Os- 
trovsky’'s 
satire, which 
is directed 
against the 
Moscow elite 
in the 1860's, 
has, | under- 
stand been 
givena farcical 
twist by the 
producer, 
Douglas 
Young. Good 
performances 
in the leading 


Ethel Catchpole 


roles are more than likely, as these 


are again taken by Ethel Catchpole 
and Paul I > 

William C. Thielé, who is box- 
office manager, tells me how much 
the Players and NABS appreciate 
the support they get from the adver- 
tising and publishing world. in- 
cidentally, he informs me that 
G. L. MeLellan, of Borough Bill- 
posting Co. Ltd., is having some 
16-sheet posters prepared for display 
in the Fleet Street area. 


Ex-PRO wins £1, 000 


A FORMER PRO has been 
awarded the Sunday Times £1,000 
literary prize and gold medal for 
1955-56. He is Alam Moorehead 
and he gets the award for his book 
Gallipoli (Hamish Hamilton). 

Mr. Moorehead, a 46-years-old 
Australian, was formerly a PRO of 
the Ministry of Defence and was a 
war correspondent with the Daily 
Express during the last war. He 
spent 15 years in Fleet Street. 

* * * 


i the recent Gleneagles Saxone 
Tournament J. W. Foley-Brickley, a 
director of Graham Lockey & 
Partners Ltd., playing with James 
Martin of Bramley, reached the 
final, where they were beaten by 
John Panton and Ronnie Alexander 
by two and one. 

In their progress they captured 
the scalps of Erie Brown, Christie 
O’Connor and the redoubtable 
Henry Cotton, 
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At the “Warrington Guardian’ Series luncheon in honour of Percival Moon 
who has now represented the series for 50 years were (I. to r.) A. S. Hadfield, 
consultant director; H. R. Davies, director, Newspaper Society; Mrs. Moon, 
holding the handbag with which she was presented; 5. E. general 
manager; and Mr. Moon, who was presented with a cheque. 


The pipe-liners consultants. Prince Yurka Gali 


tells me that it came in reply to a 
A CLUB has been formed message of congratulations sent by 


. 


just 


whose members will certainly not his co-director, Stuart who 
lack material for discussion. It is was PRO at SHAPE. 
the Pipeline Club (although this The President writes: “These are 


name may be altered). The found- 
ing meeting was attended by 35 
men prominent in pipeline engineer- 
ing. 

One member of the steering com- 
mittee is T. W. Jones, who is editor 
of Fluid Handling, a monthly jour- 
nal with a readership in many coun- 
tries. 


difficult days and so I am particu- 
larly appreciative of your thought 
and your good wishes.” 
* * * 

THE Goon song “I'm Walking 
Backwards for Christmas” is assum- 
ing real significance. I have already 
attended my first Christmas party 

With commendable discretion the 
hosts described it as “a seasonal 


celebration.” 
CONTACT 


* * * 
A MESSAGE from President 
Eisenhower has been received in the 
office of Galitzine and Partners Ltd... 
the international public relations 


CRY HUNGARY 


A grim and glorious testament 
to a nation in arms 
against its oppressors. 


CRY HUNGARY 


is the story of a little country that tought 


for freedom with a heroism that 


awoke the conscience of the world. 


The most vivid pictures and descriptions 


of this gallant people’s struggle against 


tyranny have been gathered together 
in CRY HUNGARY produced by PICTURE 


POST with the enthusiastic co-operation of 


leading newspapers and magazines 


all over the world. 


2/- 2/- 


100 pages. 


On sale Monday, 


26th November, at all newsagems and booksellers 


ALL 
WILL 


PROFIT FROM THE SALE OF ‘CRY HUNGARY’ 
GO TO THE LORD MAYOR OF LONDON’S 
HUNGARIAN RELIEF FUND. 


This space is donated by Advertiser's Weekly . 


ee |_| eC 
< i. pS 3, “eZ i i ae via so 
fi  ® 5 oy % ‘a Ae he 42 
. by Brandl = ? | : | } s 
Misisil —- A = SS ' i ea R } ‘Tae 
7 | ——SCs 
pO es 
| Sd 
| a 
| | —__—C— 
| P| 
Nas — | 
| Sa | a 


The campaign just starting for Paxo 
Stuffing again features the Paxo 
animals. National press and com- 
mercial television on all four stations 
will be used, and full-colour show- 
cards and display outers have been 
produced for retail outlets. Agents 
are Alfred Pemberton Ltd. 


Drive for portable 
typewriter 

The Imperial Typewriter Co. are 
running an “extensive” advertising 
campaign for their Good Com- 
panion portable typewriters from 
now until Christmas. Advertise- 
ments are appearing in the national 
and provincial press and magazines. 

At the same time a campaign is 
running in advertising magazines on 
commercial television. Christmas 
point-of-sale display material is 
being issued to retailers. Agents 
are W. S. Crawford Ltd. 


Birds Eye’s new 
Chicken Pie 


Birds Eye Sales Ltd. have intro- 
duced a new addition to their range 
of quick-frozen foods, Chicken Pie. 

Prepared from “tender young 
chicken, sauce with garden-fresh 
peas, and_ shortcrust pastry,” 
Chicken Pie, in its own foil con- 
tainer, is ready for baking. 

It is packed inside a waxed carton 

which has a waxed overwrapper, 
heat-sealed to give complete pro- 
tection. The wrapper is a gravure 
printed full-colour illustration of 
the contents. 
_ Large-space national press adver- 
tising support will be given to this 
new product, and point-of-sale 
material will illustrate both the pro- 
duct and the pack. Agents are 
Lintas Ltd. 


Provincial ads 


for new tin 


Until mid-December, Brookes 
Biscuits are publicising their 
assorted biscuits packed in special 
decorated Christmas Gift tins, avail- 
able for the first time this year. 
Large spaces have been booked by 
Clifford Bloxham & Partners Ltd. 
in provincial evenings in the Mid- 
lands, Lancashire, Yorkshire and 
Tyneside areas. In the Midlands 
area these will be supported by a 
campaign of 15 and 10 sec. Market- 
Place TV spots. 


TV & BIG 3 % TV & BIG 3 


* TV & BIG 3 


* TV & BIG 3 


What you say on TV | 
you must con firm in 
‘THE BIG THREE’ 


WE believe our Londoners to be the best buyers of 


all—but even the best cannot retain for the 


* buying 


tomorrow’ all the VISUAL offers that are made today. | 
Our local papers will always be the family papers that are 
kept for reference in the homes for seven (7) days a week. 
Confirm your TV offer through this renowned and old 
established group giving concentrated coverage over vast 


prosperous districts. 


NORTH LONDON’S | 
BIG THREE WEERLY HERALDS 


TOTTENHAM & EDMONTON WEEKLY HERALD 
Woop GREEN, SOUTHGATE & PALMERS GREEN WEEKLY HERALD 
ENFIELD WEEKLY HERALD. 


45,362 “°° for 20/- & 


single 


The Big Three Weekly Heralds, 823/9 High Rd, Tottenham, N.17 
Tot. 3221 (4 lines). 


| 


The pack for the new Birds Eye 
Chicken Pie, showing the pie in the 
foil container ready for baking. 
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First TV ads for 
Shavemaster 


Starting tomorrow (Saturday) is 
the first of a series of 23 Sun- 
beam Shavemaster TV commer- 
cials. Using 30-, 20-, 10- and 
5-second spots and the Mr. 
Marvel programme, the commer- 
cials will demonstrate the ‘‘effec- 
tiveness” of the Shavemaster, and 
emphasise its five year guarantee. 
No news is yet available regard- 
ing the use of TV for other Sun- 
beam Products in this country. 

In the USA, the parent com- 
pany are one of the largest TV 
advertisers. Agents for the 
British campaign are Scott-Turner 
& Associates Ltd. 


On the move 
Dorothy Gray Ltd., the cosmetics 
firm, have appointed Spottiswoode 
Advertising Ltd. to handle their 
account from January 1. 


THREE-PRONG DRIVE BY TOOL FIRM 


A three-pronged campaign for 
Brades & Nash Tyzack, the tool 
manufacturers, will be launched in 
January. It will be the “largest cam- 
paign of its type ever undertaken in 
this country,” state their agents, 
Smiths Advertising Agency. 

It is directed at the expert gar- 
dener using publications such as 
Amateur Gardening, Popular Gar- 


dening and Punch, with whole-page 
insertions ; at the general gardening 
public using publications such as the 
Radio Times; and at the “do it 
yourself” market—the first time 
Brades & Nash Tyzack have adver- 
tised to this particular field. 

There are also campaigns directed 
at builders, and colour spaces in the 
trade publications. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


BIRKETT & ROBERTS LTD. 
(Champion Bread & Cakes). for 
S. D. Toon & Heath Ltd. Cam- 
paign using provincial press, 
posters and cinema filmlets. 

ANZORA PERFUMERY: LOWN- 
DON INVESTMENT & MORT- 
GAGE CO. LTD.;: PASCOE- 
RUTTER VITAMINS LTD.; 
JULIUS & CO. LTD; AFRICAN 
BUILDING BOARD COR- 
PORATION LTD. Accounts for 
Gordon & Gotch Advertising Ltd. 

ALBION MOTORS LTD.. for May- 


fair Advertising Ltd. from 
January 1. 
DOROTHY GRAY LTD. for 


Spottiswoode 
from January 1. 
GREAT BRIDGE FOUNDRY CO. 
LTD. for Rex Publicity Service 


Ltd. 

FRANKLIN FURNACE CO. LTD. 
for RK Advertising Ltd. Cam- 
paign using technical press. 


Campaigns 
MARSHALL OSBORNE LTD. 
using technical press for Bearium 
Bronze. (S. D. Toon & Heath 


Ltd.) 

BIRDS EYE SALES LTD., using 
national press for quick-frozen 
Chicken Pie. (Lintas Ltd.) 

PAXO STUFFING, using national 
press and commercial TV on all 
stations, and point - of - sale 
material. (Alfred Pemberton 


Ltd.) 

BRADES & NASH TYZACK, 
using gardening journals, Punch, 
Radio Times, do-it-yourself maga- 


Advertising Ltd. 


zines and trade press. (Smiths 
Advertising Agency.) 
EVANS ELECTOSELENIUM 


LTD., using technical and scien- 
tific magazines. (Dale Reynolds 
Publicity.) 


IMPERIAL TYPEWRITER CO., 
using national and provincial 
press and magazines,’ commercial 
TV and point-of-sale material for 
Good Companion portable. (W. 
S. Crawford Ltd.) 

BROOKES BISCUITS, using large 
spaces in selected provincial even- 
ings and commercial TV in the 
Midlands. (Clifford Bloxham & 
Partners Ltd.) 

CHAD VALLEY TOYS, using com- 
mercial TV magazines. (Nicholls 
Dorrity Advertising Ltd.) 

W. T. COPELAND & SONS LTD. 
using specialised journals for 
— china (Armstrong-Warden 

td.) 

HENRY SHOWELL LTD., using 
commercial TV magazines in Mid- 
lands and North. (L. J. Fowler 
& Co. Ltd.) 

COPYCAT LTD., using trade press 
for new Systematic office machine. 
(Willing’s Press Service Ltd.) 

GLUE PEN CO LTD. using 
national magazines, children’s 
magazines and evenings for Glue 
Fountain Pen. (Gordon & Gotch 
Advertising Ltd.) 

FALK STADELMANN & CO. 
LTD., using large spaces in the 
Daily Mirror and Daily Express 
between November and February 
for Veritas heater. (London Press 
Exchange Ltd.) 

SOUTHALLS (BIRMINGHAM) 
LTD., using trade papers and 
women’s magazines (Colman, 
Prentis & Varley Ltd.) 

EASTERN COUNTIES  PRE- 
SERVES (1940) LTD. using 
Radio Times and women's 
journals for trial offer of Lock- 
woods Peas. (Foote, Cone & 
Belding Ltd.) 

SUNBEAM SHAVEMASTER, 
using spots on commercial TV 
and Mr. Marvel programme. 
(Scott-Turner & Associates Ltd.) 
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“French champagne lights up 
America” is the theme of this adver- 
tisement for United States Lines 
freight services, currently running in 
French export magazines (writes 
Mostyn Mowbray). | Unlike most 
ads appearing in publications of this 
type in France, the copy here is 
brief and concise. Layout and art- 
work are by Henri-Jean Gilot; the 
agency is Intercontinentale Publicité, 
Paris. France exported nearly twelve 
and a half million bottles of cham- 
pagne in 1955—two million less than 
in the record year of 1951. Of this 
export total, two and a half million 
bottles went to the USA last year, 
and about the same number to Great 
Britain. 


Fish campaign is 


. 
selling more 

Addressing a meeting of the 
Leeds and District Fish Friers’ 
Association on the work of the 
White Fish Authority, J. A. A. 
Leach, public relations officer to 
the Authority, said that the 
general aim was to increase the 
consumption of fish “in all its 
forms.” 

He quoted the revenues which 
other sections of the food 
industry was spending on pub- 
licity, and said that fish had to 
“fight for its share of the house- 
wives’ shopping money.” 

But this press campaign should 
not be confused, he added, with 
the campaign being run by the 
British Trawlers’ Federation, 
which was complementary to that 
of the WFA. The campaign for 
fish was divided between the fish- 
monger and the fish frier, and 
was aimed to bring the public 
into the shop, and statistics had 
proved that fish consumption was 
increasing as a result. 


Second Kilbride 
machine ready 


The second printing machine 
being installed for the Radio 
Times at the East Kilbride works 
of Waterlow & Sons Ltd. will be 
running by the end of this month. 

The first machine, which started 
rolling last August, produces 
about 650,000 copies. A _ third 
machine will come into operation 
early next year. Their total out- 
put for the Scottish and North 
of England editions of the Radio 
Times will be about 2,500,000 
copies. 


New pres 


ident for 


French Federation 


MERY IS SUCCESSOR TO HENRI HENAULT 


By Mostyn Mowbray 


Raymond Méry was elected president of the Fédération 
Francaise de la Publicité on Monday. He succeeded Henri 
Henault, who has held the post for the last four years and did 


not seek re-election. 

M. Méry, who takes office im- 
mediately for a four years’ term, 
was the only candidate proposed. 
He obtained 50 votes out of a 
possible 63, plus the vote of out- 
going president. There were 13 
abstentions. 

Born in 1910, Raymond Méry 
began his career in 1929 when 
he joined the agency run by his 
father, Paul Méry, known as 
Avenir Publicité. In 1936, Ray- 
mond Méry became business 
manager of the firm. 

Since 1945 he has been manag- 
ing director of the ADP company 
of publishers’ representatives. He 
is also a director of the Agence 
Méry and chairman and manag- 
ing director of RIPSA (interna- 
tional publishers’ representatives) 
—an offshoot of the Publicitas 
agency of Switzerland. 

Since 1952 M. Méry has been 
vice-president of the Fédération 
Francaise de la Publicité. 

There is, following his election, 
no vice-president of the Fédéra- 
tion at the moment. Elected to 
office as secretary-general was 
Marcel Marc; with Léon Burg 
filling the post of treasurer. 

Many members of the Fédéra- 
tion made repeated appeals to 
Henri Hénault to reconsider his 
decision not to stand for re-elec- 
tion. 

But he felt, it is reported, that 
the time and effort demanded 
from the president of the FFP 
were bound to have a detrimental 
effect both on 
his personal 
life and on 
his business 
activities. So 
politely, but 
firmly, hetold 
a meeting of 
French ad 
men last 
month that 
he did not 
intend to seek 
re-election. 

For the past 
a pases 

enault has : 
carried out Henri Henault 
the burden of presidential work 
with great distinction — in ad- 
dition to his duties as head of 
the Agence Synergie. (A de- 
scription of the work of the FFP 
and the various professional ad- 
vertising associations it groups 
together was given by M. Hénault 
in the French Supplement pub- 
lished by ADVERTISER’S WEEKLY 
on October 19.) 

Another possible choice for the 
presidency was R. L. Dupuy, head 
of the Agence Dupuy and one of 


France’s most energetic and go- 
ahead ad men. 

But M. Dupuy was reluctant to 
run as president for precisely the 
same reason as M. Hénault. 

“I want to be of service to the 
advertising profession,” said M 
Dupuy, “but I could not con- 
scientiously fulfil my duties as 
FFP president without neglecting 
my agency—and already the pres- 
sure of business is so heavy that 
I have difficulty in finding time to 
handle it.” 

Similar reasons were given by 
Marcel Bleustein-Blanchet, chair- 
man and managing director of 
Publicis, France’s biggest agency, 
for not accepting the post. And 
Bernard de Plas, another agency 
head, declined the post because 
he had already been president and 
felt that to hold office for a 
second time would be “psycho- 
logically a mistake.” 

And so, at the eleventh hour, 
vice-president Raymond Méry 
stepped forward to fill this most 
important post. 

He has a busy time ahead of 
him. Almost every day there is 
a meeting at the Fédération’s 
headquarters in the Avenue de 
Villiers of one or other of the 
many committees concerned with 
the various branches of the adver- 
tising profession in France. And 
at most of these meetings the pre- 
sident’s presence is necessary. 
addition he is expected to attend 
both French and foreign advertis- 
ing congresses and conventions in 
his capacity as official representa- 
tive and spokesman of French ad- 
vertising. 
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The December issue of “Vogue’’ will 
contain a special six-page feature 
entitled “The Qualities of Christ- 
mas.” Illustrations are reproductions 
of paintings from the National 
Gallery and the Berlin Gallery. And 
the issue will show ten pages of 
party dresses and evening clothes. 
Three themes of the issue will be 
linked with window displays in retail 
stores throughout the country. 
Cover posters, tent cards and 
streamers are available to stores, say- 
ing “The gift that lingers on—flower 
perfumes,” “Ankle-length—the new 
length for evening,” and “For 
Evening—slender floating columns 
of chiffon.” Advertisements in 
December “Vogue” will total 92 
pages, of which 29 are in colour. 


GROUP PRINTS 
CUT BLOCK COSTS 


In some cases by over half ! 
We specialise in top quality copying of line 
and tone originals for reproduction. Exact 
sizes, perfect-definition via process lenses, 
| and printed on press bromide paper. Also 
by a new process, we reverse line originals 
j black to white in one stage, which increases 
| quality and reduces costs. Also—a complete 
press release service. Photography, 
| retouching, prints, writing, duplicating and 
| despatching to selected lists of journals. 
| For low costs and top results, write * 
details "' on your heading, and send to : 


i. M. GRAHAM. 


| PHOTOGRAPHER 
CHURCH ROAD, WINDLESHAM, 
SURREY. 


= COVER 


175 gns. 


Details from: 


COUNTY BOROUGH ike OF BLACKPOOL 
Vow 


HOLIDAY GUIDE 
COMPETITION 


DIRECTOR OF ATTRACTIONS & PUBLICITY, 
ROOM A, TOWN HALL, 
BLACKPOOL 
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ALFA-pAVAl 


This was the stand of the Alfa-Laval organisation at the recent Dairy Show 


in London. 


It was designed by independent designer G. 


Imrie Jupp, who 


also designed the Boake Roberts stand at the Show. 


Manchester firms in out-of-town move 


A “Centre of Good Shopping.” 
with the aim of “taking the city 
store to the customer’s doorstep,” 
has been opened at Wilmslow, a 
growing residential Cheshire 
village 12 miles from Manchester. 
The new shopping centre, initi- 
ated by Finnigans of Manchester 
and Bond Street, London, is 
divided into three main shops, the 
proprietors of which are Fin- 
nigans, Robinson and Cleaver 
and Coopers of Liverpool. 

In the Finnigans part of the 
building are four other London 
firms—French, hair stylist; Kate 
Day, milliner; Ga Child, 
children’s wear; and Albert Hart, 
furs. 

Brian Finnigan, managing 
director of Finnigans, initiated the 
move following a visit to 
America and the expiration of his 
Deansgate, Manchester, lease. 

Inherent in the idea is move- 
ment saving. Shoppers from 
Wilmslow and adjacent residentia! 
areas, travelling into Manchester 
by car, face congested roads and 
an acute car-parking problem. 

The centre provides free car- 
parking facilities for 200 cars, a 
pram park, and a new store 
service in the form of an infant 
conveyance called a “stroller’s 
art.” 


‘More aggressive 
selling vital’ 


Harder selling methods are 
needed by the furniture trade. 
Henry J. Sutcliffe, honorary 
treasurer of the Nationa! 


Association of Retail Furnishers, 
warned at a meeting at Man- 
chester on Monday. 

He said that the key business 
problem of the second half of 
this century would be centred on 
distribution, just as those of the 
first half were problems of pro- 
duction. 

New products 
demands; new approaches in 
merchandising, advertising and 
sales promotion created new out- 
lets. “There can be no doubt 
that more aggressive retailing. 
coupled with more effective sales 
organisations with efficiency 
all levels of distribution, 
vitally mecessary at the 


created new 


at 
are 
present 


time to the furniture trade, which 
has been so badly affected by 
artificial restrictions,” he said 


“Though our shopping centre 
is the first of its kind in Britain, 
it has some affinity with ideas 
which have long been germinat- 


ing im America,” says Mr. 
Finnigan. 
O. H. Frost, chairman and 


‘managing director of Robinson 
and Cleaver, says: “We regard 
this as a pilot scheme and hope 
that it will be the forerunner of 
similar shopping | centres in other 
parts of Britain.” 


Growing baked 
bean market 


A growing market for baked 
beans, with pronounced seasonal 
fluctuations, is suggested by the 
fifth of the current series of Daily 
Herald Commodity Reports. 
issued to advertisers and adver 
tising agents. 

This report deals solely with 
baked beans and is based on a 
survey made in March and April 
this year. It shows that about 
four housewives in five buy 
baked beans at one time or 
another, and that just under one- 
half had bought them during the 
seven days immediately before 
the interview. 

Compared with a previous sur- 
vey, made in September and 
October, 1954. the proportion of 
housewives who said they never 
bought baked beans had fallen 
from 26 per cent to 19 per cent 
and the proportion making pur- 
chases during an average week 
had risen from 38 per cent to 48 
per cent, 


‘Ads... keep up 


our exports’ 


R. M. Lee, chairman 
Calico Printers’ Association. 
which has its headquarters in 
Manchester, believes in adver- 
tising. 

In his annual report. Mr. Lee 
observes: “We continue to devote 
considerable sums to advertising 
and promotion. Each year that 
goes by proves the value of these 
methods in retaining our export 
trade, while in the home trade the 
unacceptable alternative would be 
to operate at very unremunera- 
tive prices.” 


of the 


No. charge, one line plus Is. covering 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 4s, per lime, 45s. per display panel 
APPOINTMENTS WANTED, 3s. 6d. per line, 40s. per display panel inch. 
classifications, 4s. 6d. per lime, 50s, per display —_ inch. to, 3 limes. 
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All a 
Box 
m application : all 


postage, Series rates 
advertisements under seven insertions MUST as PREPAID. anew “* Advertiser's 


Weekly,”’ 180, Fleet Street, London, 


E.C.4. WATerioo 3388 (Ex. 25). 


APPOINTMENTS VACANT. 


CREATIVE DESIGNER 
(Male) 


required by Publicity Design Unit 
of Papermaking Group with head- 
quarters in London. Agency or 
similar experience an advantage. 
Interesting, varied and progressive 
work in pleasant surroundings. 


Apply in confidence to Personnel 


Officer, Wiggins Teape Group, 
|, Watling Street, E.C.4. 


PUBLICITY. Capable and intelligent 
writers artists production and 
clerical staff required for busy tech- 


nical publicity department of flourish- 


ing West Riding engineering group 
Apply with full details of age, 
experience and salary, to 
Box 4961 Ad. Weekly 180 Fleet St EC4 
MASSEY - HARRIS FERGUSON 
(MANUFACTURING) LTD. require 
a Production Metallurgist with con- 
siderable experience of materia! 
inspection, heat treatment and works 
Processes, tO maintain quality contro 
at a large mass-production factory 
situated im the Midlands Written 
applications to the Personnel Manager 
Massev-Harris-Ferguson (Manutac 
turing) Lid., Fletchamstead Highway 


Coventry 


SHELL PHOTOGRAPHIC UNIT rec 
quires qualified male supervisor tor 
photographic display section who mus! 
be capable of undertaking the follow 


ing work: negative and print retouch 
ing: airbrush work; hand lettering 
producing finished photographic lay 
outs. Pension scheme and canteen 
facilities Please write, stating age 


and experience and salary required, to 
the Shell Petroleum Company Limited 
Staff Department (R), St. Helen's 
Court, Great St. Helen's, London 
E.C.3 

COPY DETAIL man or woman re 
quired. Experience of copy detail and 
production (preferably in smal! 
agency) essential Salary £550 per 
annum. Write, giving details of ex 
perience, to 
Box 5013 Ad. Weekly 180 Fieet St EC4 


PUBLICITY 
MANAGER 


REQUIRED 


by leading Pharmaceutical 
House. Knowledge of trade 
press, direct mail advertising 
and catalogue and leaflet pro- 
duction. Write stating age, 
experience, etc., to 


Stafford Allen & Sons Ltd., 
Wharf Road, London, N.1. 


world’s 


McCANN-ERICKSON 


If you are one now and were 
executive ; 


in all media 


Write to the Director of Television 


McCann-Erickson House, Fetter Lane 


Be part of the 
largest 
television agency 


WANT A TELEVISION EXECUTIVE 


if you have experience of client contact 


McCANN-ERICKSON ADVERTISING LTD. 


previously an account 


E.C4. 
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GENERAL 
ARTIST 


for 


RHODESIA 


An interesting and remunerative post 
awaits young studio-trained Artist 
wishing to make a career in a new and 
rapidly-developing country 
The man we are looking for should have 
had at least three years’ studio experi- 
ence and be capable of producing com- 
petent finished artwork. 
Excellent climate, ideal working con- 
ditions, 5-day week, Pension Scheme 
and Medical Aid. Passage paid. inter- 
views to be arranged in London. Write 
by airmail, giving age and fullest details 
of experience and enclosing specimens 
(which will be returned) to :-— 
The Manager, 
Rho-Anglo Publicity Limited, ]§ 


ASSISTANT WANTED FOR PUBLI- 
CATIONS DEPARTMENT of engi- 
neers for preparation of catalogues, 
booklets, technical manuals, etc 
Must have experience of such work 
and technical writing ability. Know- 
ledge of layout and type, etc., re- 
quired, but not finished art work 
Five-day week. State age, experience, 
salary required. Apply to the Per- 
sonnel Manager, CAV Lid., Warple 
Way, Acton, W.3. 


Jaeger require a 


Lady Assistant 


to the Advertising Manager 
Preference will be given to those, between 
20 to 30 years of age, who have experience 
in advertising and publicity, together with 
a good fashion sense pplications in 
a. to the Perso Manager. 
, Chenies Street, w.c.l. 


PICCADILLY AGENCY requires (a) 


Secretary / Shorthand ve (b) 
Shorthand Typist, (c) elephone / 
Receptionist/Copy Typist Hours 
9-5.30, no Saturdays. Congenial con- 
ditions 


Box 4944 Ad. Weekly 180 Fleet St EC4 


SALES REPRESENTATIVE required by 
point-of-sale and exhibition contrac- 


tors S.W. district Connections 
desirable Salary, commission, ex- 
penses Write im strict confidence, 


Managing Director 
Box 4949 Ad. Weekly 180 Fleet St EC4 


COPYWRITER 


A first-class opportunity has arisen 
for a young copywriter in the 
Sales Promotion Department of 


DEXION LIMITED 


The work involves copywriting 
for literature, exhibitions and 
extensive Direct Mail activities. 
Applicants should be under 35 and 
be prepared to work hard in 
return for a good salary, excellent 
sickness and pensions benefits and 
a really friendly atmosphere. 
Please send full details of age, 
education and experience to 


Personnel Department (C.4) 
DEXION LIMITED, 
65, Maygrove Road, 

London, N.W.6. 


LETTERING /LAYOUT MEN 


Required immediately. Good pay and 
conditions. Write, ‘phone or call : 
HARRIS, DOBBY & 
PARTNERS LTD., 
44, Essex St., London, W.C.2. 
CEN. 5304, 


ARTIST required (male or female) to 
co-operate with group of artists pro- 
ducing a variety of work, including 
illustrations, top fashions, strips, and 
TV features. Some experience would 
be an advantage but not absolutely 
necessary provided the applicant has 
a sound training in figure drawing. 
colour and some lettering. This is an 
interesting opportunity for someone 
who appreciates variety in work and 
congenial atmosphere Male appli- 
cants must have completed National 
service ‘Phone for appointment 
MAY 0591 or write full particulars to 
Box 5003 Ad. Weekly 180 Fleet St EC4 

TECHNICAL WRITER (o assist in pre- 
paration of Handbooks on Electronic 
and Television Equipment. Applicants 
should have had some experience in 
this field S-day week Pension 
scheme Good canteen Write, 
Stating age, experience and salary 
required, to Cinema-Television 
Limited, Worsley Bridge Road, Lower 
Sydenham, S.E.26 


HOMECOUNTIES 
DEPARTMENT STORE 


REQUIRE 
ADVERTISING 
MANAGER 


familiar with all aspects of local 
merchandise advertising. He will 
work in the closest co-operation 
with Buyers to produce ideas and 
copy. He will be responsible for 
the general layout and production 
of advertisements. He will 
require wide practical experience 
and drive to co-ordinate the ready 
help he will be given. The job is 
challenging. Conditions are 
excellent. 


Apply, giving details of career and 
present salary, to : 

Box 4999 
Advertiser's Weekly 180 Fleet St EC4 


MALE OR FEMALE CLERK required 


for the promotion department of trade 
journal publishers A knowledge of 
typing essential. Good salary and 
luncheon vouchers Write in first 
instance to Miss Thurston. John 
Trundell & Partners Litd., Temple 
a Temple Avenue, London, 


MASSEY-HARRIS-FERGUSON re- 


quire a Production Assistant in their 
Publicity Department at Coventry 
Applicanis must have experience of 


print production and layout for 
technical and sales literature. Pension 
scheme and canteen facilities. Write 


full details of experience and salary 
required to the Personnel Manager, 
Fletchamstead Highway, Coventry 


ACCOUNTS CLERK (lady) required by 


London publishers with experience in 
checking printing invoices Paper 
purchases and block charges” ‘Phone 
Mrs. Steed, Fleet Street 1555 


RETOUCHER 


Capable of colour and monotone work 
to highest standard in pleasant atmo- 
sphere, and aged between 23-30. 
SMH Advertising Services Ltd., 
2 Doughty Street, London, W.C.!. 
CHAncery 3901-2. 


| 
| 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


AN ARTIST’S 
PARADISE 


Berkshire is a wonderful county. The 
upper reaches of the Thames meander 
gracefully through the gaps in the rolling 
downs. Trees define the contours of the 
land and act as sensitive barometers of the 
passing seasons, for Berkshire’s trees were 
planted when men felt they had a duty to 
the landscape of the future. The villages 
of Berkshire, counted among the most 
beautiful in England, are real villages, 
useful and attractive, yet most happily 
free from the horrors of Subtopia. This 
is a county that artists have appreciated 
not only as a place to paint but also as a 
place to make their home. 

The county town, Reading, is a bustling, 
thriving community, but the bustle is 
restrained and sensible. There are none 
of London's frantic crowds, but if you 
sometimes feel you need to mingle with 
them, Paddington is only forty minutes 
away. The pace in Reading is gentle and, 
frankly, more provincial. Provincial, and 
we are proud of it! 


1 am looking for advertising artists 
to come to work in this paradise. If 
Berkshire appeals to you and you 
feel you could make your future with 
one of Britain's oldest agencies write 
to me with full details. Tell me who 
you are, what you have done, what 
you hope to do and what salary you 
expect. 


lan F. Buchanan 


Managing Director 


Granthams of Reading 


ADVERTISING 


BERKSHIRE 


Phone 


your classifieds 


to WAT 3388 (Ex. 25) 
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CINTA CLASSIFIED ADVERTISEMENTS | 
ce ones. 


MUST ‘ EXPERIENCED 
ADVERTISE copywri ter DESIGNER 


NEEDS PUBLICITY MANAGER Pe m 
with organising ability to take charge 


Britain’s leading electronic instru- We require a Copywriter of several years’ experience @f Geshin end Efecn Section 


ment manufacturers, situated near | to work on a number of semi-technical and con- Applicants must be practising Graphics 
Manchester, solve most problems Designers of high standard with 


by automation but long ago sumer accounts. The position is one of exceptional advertising agency experience. Work 
decided publicity manager is o rtunit Expenses will be paid to anyone involved demands sound knowledge of 
human’s job. The human we're ; Ppo “ y: - . P y type, layout and ji lustration in all .ts 
looking for is male, about interviewed from outside the London area. Please aspects, photography and processing, 
thirty, probably agency trained, . + . : film animation techniques, optical and 
definitely has sound experience write giving details of experience and salary mechanical effects devices and visual 
of technical publicity. Vim, required. aids. Salary £1,325 (possibly higher if 
vigour and variety must be his | | qualifications exceptional) rising by 
strong points; smattering of five annual i 1crements to £1,705 maxi- 
electronics helpful, but not essen- LASH BROOK ADV E RTIS l NG mum. Requests for application forms 
ee Position is responsible, with (enclosing addressed ervelope and 
soproperste salary. Write, giving 123 HIGH STREET, UXBRIDGE, MIDDLESEX quoting reference G.38A.W.) should 
full details of experience, to Tel . reach Appointments Officer, BBC 
ephone: Uxbridge 2672 ae, ’ 
Box 5007 ° ° Broadcasting House, London, W.1, 
. within five days. 
: 4 
Advertiser's Weekly 180 Fleet St £C MANAGER. — Freemans (London, | COMMERCIAL ARTIST required _by 
S.W.9) Ltd., 139 Clapham Road, N. Mason & Sons Ltd., at Col- 
d for circula- S.W.9, have a vacancy for Manager as Must be fully experienced in LAYOUT. 
ne ge Oe ge lompent | in their -Multilith Printing Depart- layout and art work for brochures, our Lepeen es Veen we ie 
publishers. Good education and typ- ment. Write in confidence, stating leaflets and other forms of commercial ment. Must be capable of accurate 
ing essential. Interesting work and age, full details of previous employ- publicity Five-day week Canteen casting up to type, the handling of 
opportunities for progress. Good ment and responsibilities in positions facilities. Write in first place, stating adaptations and the production of 
salary and luncheon vouchers. Write held, to Managing Director, Dept age, details of experience and salary finished layouts for presentation when 
in first instance to Miss Thurston, MP, at the above address. required, to Publicity Manager, Arc- 


Joh oar 2 iad light Works, Colchester ce . Agency experience essential 
_— — air-sea " ARTIST with all-round experience re- . rite fully, 
oe Se Se Anes, quired, able to do finished work. PHOTOSTAT OPERATOR required by Box 5012 Ad. Weekly 180 Fleet St EC4 
ondon, E.C.4. Commercial Studio, 5. Kensington. magazine publishers. Write, giving | STAFF DESIGNER required for point- 
ADVERTISING PRODUCTION ASSIS- State salary. Details age, experience, to Production Man- of-sale display material. Applicants 
TANT required, must have completed Box 5015 Ad. Weekly 180 Fleet St EC4 ager, Condé Nast Publications, 37 should be male, 25-35 years old, and 
National Service. Experience of Golden Square, W.1! have a working knowledge of all 
ordering blocks, printing, etc., and PRODUCTION ASSISTANT required —— - - - current production processes. Prac- 
progressing an _ essential. Five-day for West End Agency. Good know- PROCESS ENGRAVING REPRE. tical originality and good lettering 
week. Apply Elliott Advertising ledge of process, some typesetting and SENTATIVE wanted, salary and essential. Please write for an appoint- 
Limited, Manton House, Great layout. Five-day week. Canteen commission. Write only. Full par- ment, giving full details of experience, 
Charles Street, Birmingham, 3. Tel.: facilities, Apply R. C. Granger, Rex ticulars to Eales & Bone Ltd., 15 to 
Central 4961. Publicity Service Ltd. MAY 7571. Saffron Hill, E.C.1 Box S011 Ad. Weekly 180 Fleet St EC4 


McCann-Erickson Successes Mean That 
MORE 
Top Visualisers A copywriter and 


a layout-artist 
ARE WANTED 


young, lively and anxious to spread 
their wings on some very pleasant 
If you’ve been planning accounts, are required by the Clynick 
National Campaigns ; if | Group at The London Press Ex- 
change. If you—or some restless 
person you know of—would like to 
work with an agreeable group of 
to see you working here at people, ring Covent Garden 1711 or 


: | write to L. R. Clynick, 55, St. Mar- 
McCann-Erickson House. tin’s Lane, W.C.2. 


you’re an advertising man as 


well as a designer we'd like 


Write or "phone Miss Fiona Holmes 
for an appointment. 


McCANN-ERICKSON ADVERTISING LIMITED 
McCann-Erickson House, Fetter Lane, E.C.4. FLEet Street 6543 


Phone. your classifieds to WAT 3388 (Ex. 25) 
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NovVeEMBER 23, 1956 


Provincial Evening News- 
paper (60 miles from London) 
is considering the employment 
of a competent 


COPYWRITER/ 
LAYOUT MAN 


for the service of local adver- 
tisers. A suitable applicant 
would be versatile rather than 
brilliant and able to work 
amicably in direct contact with 
local traders. The position 
should be permanent, pleasant 
and pensionable. 


Applications giving full details 
and stating salary required to 


Box 5009 
Advertiser's Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 
f APPOINTMENTS VACANT. 


LEADING TECHNICAL JOURNAL 
PUBLISHERS require space _ repre- 
sentative. Must be resident in York- 
shire or Lancashire Only persons 
with experience of seliing space on 
technical journals to the textile in- 
dustry need apply Salary £750-£800, 
commission and expenses 

Box 5023 Ad. Weekly 180 Fleet St EC4 


PERSONAL ASSISTANT required by 
Advertising Manager of well-known 
pharmaceutical manufacturer Girl, 
20-30, good personality, shorthand 
typing and able to assist in adminis- 
tration of advertising department 
Write, stating experience and salary 
required, to Box W 5234, Haddon’s. 
Salisbury Square, London, E.C.4. 


eel 


APPOINTMENTS VACANT 


79 


ADVERTISER'S WEEKLY 


experience. Write 


PRINT BUYER 


able to take complete charge of print production depart- 
ment in Publicity Division of a manufacturing group with 
a wide range of products. 
progressing entire print programme, working in con- 
junction with creative and records staff. Experience in 
printing firm and/or agency essential. 
this important post from £750 to £850 according to 


BOX 5025 
Advertiser’s Weekly 180 Fleet St EC4 


FIELD STAFF 
CONTROLLER 


A vacancy exists in the Market 
Research Department of F. C. 
Pritchard, Wood & Partners Ltd., 
for a woman capable of con- 
trolling Field Staff (London and 
the Provinces) as well as the 
supervision of questionnaire tab- 
ulation and analysis. Interviewing 
experience is essential as the 
successful applicant will be ex- 
pected to assist Executives in 
pilot work and the occasional 
training of field staff. Some 
knowledge of Market Research 
method is desirable, but not 
essential. Applications stating 
age, experience and salary re- 
quired should be made to The 
Personnel Manager, F. C. Prit- 
chard, Wood & Partners Ltd., 
25, Savile Row, London, W.1. 


Would be responsible for 


Salary range for 


AN OPPORTUNITY OCCURS in the 
Advertising Department of a_ well- 
known electrical manufacturing com- 
pany for a young man with aptitude 
and liking for accounts and statistical 
work. The job offers exceptional 
scope for a progressive career in 
advertising. Commencing salary £400 
£500 according to age and experience 
Write with full information 

Box 5033 Ad. Weekly 180 Fleet St EC4 


YOUNG ART EDITOR. 
opportunity arises 
monthly fashion 
a young Art 
Art Editor 


An unusual 
with a leading 
trade magazine for 
Editor or potential 
with flair for layout 
and a good knowledge of produc- 
tion. Please address applications to 
the Managing Director 

Box 5027 Ad. Weekly 180 Fleet St EC4 


| 


ARE YOU OVER 40—and looking for 
a well-paid job with a large organisa- 
tion offering security and a pension 
in exchange for hard work and 
enthusiasm ? We want a capable, 
responsible person to take charge of 


LADY LETTERING ARTIST is re- 
guired by Major Petroleum Company 
for work in London Candidates 
should have experience of agency work 


&@ print progressing and recording or studios, and should not be over 35 
section of our Publicity Division years of age. Salary will be paid 
Successful candidate will work under according to qualifications, and all 
the supervision of print buyer. Start- candidates should reply giving full 
ing salary £650. Write details of career to date, together 
Box 5026 Ad. Weekly 180 Fleet St BC4 with salary required, to Box 

A.C. 24642, Samson Clarks, 57-61 

JUNIOR ASSISTANT (Male) wanted Mortimer Street, BE 

for Advertisement Department of 4 
leading newspaper published in | COPY TYPIST with knowledge of 
Rhodesia. Essential qualifications are | Classified Advertising, able to use 


good educational background and 3-4 own initiative. Hours 9 a.m.-5 p.m. 


years’ practical mewspaper or agency No Saturdays Luncheon vouchers 
experience. Fullest details to | iven. Telephone Mrs. Steed, Fleet 
Box 5024 Ad. Weekly 180 Fleet St BC4 | treet 1555. 


want NOW 


a Senior 


Copy Writer 


able to take over immediately advertising 


campaigns for a number of ethical phar- 


maceuticals. 


of creative as well as intellectual ability. 
This job offers scope to approved writer 


seeking new opportunities in an expanding 


organisation. 


Apply by letter only to 


Medical Promotion Manager. 


Menley & James Limited 
Coldharbour Lane, London, $.E.5 


Applicants must be thoroughly 
experienced and able to show good evidence 


| 


Smee’s 


require 


CREATIVE 
GROUP LEADER 


He must have first class agency experience and 
will be required to work in close liaison with 
the Company's Marketing Manager and a 
Group Account Executive. He must be capable 
of interpreting policy directives and marketing 
requirements and translate these into com- 
pelling advertising presentations. This appoint- 
ment carries a good salary for the right man 
who can prove his experience and ability. 


Write in confidence with full details to : 


THE MANAGING DIRECTOR, 


SMEE’S ADVERTISING LIMITED, 
3-5, DUKE STREET, W. 1. 


Phone your classifieds to WAT 3388 (Ex. 25) 


Pl |_| ee 
APPOINTMENTS VACANT ee APPOINTMENTS VACANT 
ee 
| 
| PF 
a 
ae 
| S| 
: S| 
. a | 
. es 
a 
| — | pe 
3 Po | 
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APPOINTMENTS VACANT 


COPYWRITER 


We want another young copy- 
writer with practical agency 
experience. He will be re- 
quired to work with our 
senior copywriters on a variety 
of consumer and technical 
accounts. 


ASSISTANT 
ACCOUNT 
EXECUTIVE 


A young man with agency ex- 
perience is needed to aisist one 
of our senior executives on 
several well-known National 
accounts. 


Salary according to ability. 
Pensions and Bonus Schemes 
apply to both these positions. 


Write or telephone Mr. Elms 
(Regent 108!) with details of 
age, experience and salary re- 
quired. 


S. ©. PEACOCK LTD. 


215/221 Regent Street, 
London, W.! 


COPYWRITER 3 required with agency 


experience of consumer accounts and 


contemporary style. Write details of 
age, experience and salary to F. John 
Roe Ltd., 20 St. Ann’s Square, 


Manchester 2. Tel BL Ackfriars 
9786. 


JUNIOR FEMALE ASSISTANT, 16-17, 


for Publicity Department Some 
knowledge of typing and office 
routine essential Shorthand  desir- 
able. VIC 1525 


LETTERING ARTISTS. Care to join 
a new expanding company giving a 
complete service? New premises, 
equipment and perfect conditions, Top 
salaries to first-class experienced men 
Telephone TER 0968 


80 


APPOINTMENTS VACANT 


CLASSIFIED ADVERTISEMENTS 
L_APPOINTMENTS VACANT 


TECHNICAL 
WRITER 


aged 25-30 


required by Publicity Department 
of a group of engineering companies 
making wide range of products. 
Recognised engineering training or 
(possibly) journalistic experience is 
required, but the best qualification 
will be ability to write lucid and inter- 
esting articles. Variety of products 
manufactured is ample to ensure a 
continuous flow of ideas and an 
insurance against staleness. There 
will be opportunities to see products in 
daily use, but man appointed will be 
required to work in Hull. The job is 
permanent and there is a Super- 
annuation Scheme. Give full details 
of education and work already 
accomplished when making written 
application to 


Group Publicity Officer, 
J. H. Fenner & Co., Ltd. 
Marfleet, Hull. 


DIRECTOR VACANCY, due to retire- 
ment, will shortly become available in 


a highly placed and well-established 
agency To fill the vacancy, the re- 
maining directors would welcome 


being joined by a top agency experi- 
enced, all-round contact/ accounts 
executive who is basically a brilliant 
copywriter with a real understanding 
of selling clients’ products No 
capital is required, but he must have 
adequate existing connections that 
will assist in developing new accounts 
for the agency. Salary will be com- 


mensurate with his economic value 
to the agency. A cumulative incen- 
tive interest will be arranged for his 


retirement and dependants, based on 
the personal accounts the director 
develops during his service with the 
agency Our own executives have 
seen the draft of this announcement 
Only if you match up to the require- 
ments, please write for a personal 
confidential interview to the Chair- 


man. 
Box 4969 Ad. Weekly 180 Fleet St EC4 


and lettering. 


Design and Display 


exhibitions and wi 


enth 


career. 


Senior Designer. 


Designer. 
will be 
Salary : 


your er to the 


ndow displays. 


THREE IMPORTANT OPPORTUNITIES 


There is an immediate vacancy in the Publicity Department of 


THE MARLEY TILE COMPANY LIMITED, 


at Sevenoaks, Kent, for a versatile and imaginative young artist to fill the 
gap caused by the promotion of one of the existing staff. 


The activities of the Marley Group of Companies are highly diversified, and 
the man we want will have a sound basic knowledge of layout and typo- 
graphy, and should be able to produce rough visuals, and finished artwork 
He will work on a wide and interesting range of materia! 
from point-of-sale to prestige booklets and leaflets. 

For the right man (who will probably be in his early twenties) the scope 
for advancement will be considerable. 


A second vacancy should appeal to someone with a little experience who 
is anxious to gain a real insight into the specialised field of Exhibition 
We are looking for a young man under 26 to assist 
the Exhibition Designer on a large number of major National and Provincial 
Some artistic ability is essential ; 

£ an coupled with some previous experience of 
drawing can, in all probability, lead to an interesting and permanent 


Finally, we are looking for a man with considerable 
exhibition experience to act as second in command to our Exhibition 
He will be a man with creative ability, ideas and drive ; he 
iven every opportunity to develop his talents to the full. 
00-750. depending on age and ability. 


Please write very fully about your past and present experience, and the 

type of work with which you are most familiar. We also want to know 

what = present salary is, and when you would be free to join us. Address 
jett 


Staff Manager, 
The Marley Tile Co. Ltd., 
Riverhead, Sevenoaks, Kent. 
Only applicants selected for interview will be notified. 


ADVERTISING 
and 
SALES PROMOTION 


Assistant Manager required for 
Publicity dept. of old established 
manufacturers and wholesale firm 
in Radio and Music Trade. 
Knowledge of print and cata- 
logue production, lay-out, copy 
writing and direct mail pro- 
cedure 
Interesting and varied job with 
good prospects and opportunity 
to use Own initiative. 
Write fully with details of age, 
experience, etc. 

Box 5006 
Advertiser's Weekly 180 Fleet St EC4 


ARTIST. Hoover Lid. require a general 
artist (male or female) for internal 
publicity in their factories Wide 
variety of work including posters, 
brochures, etc Training and experi- 
ence in lithography. layout, design and 
silk scteen printing required Apply 
im writing, giving full details of age, 
training and experience, to the 
Employment Officer, Hoover Ltd., 
Perivale, Greenford, Middlesex 


PUBLIC RELATIONS 


Trade publisher requires journalist 
(25-32) for expanding P.R. depart- 
ment. The ideal man will have 
newspaper or magazine experience 
and some knowledge of the indus- 
trial field. 

Position offers plenty of scope for 
the man who believes that the pen 
is mightier than the contact. 
State age, experience, present 
salary. 


Box 5030 
Advertiser's Weekly 180 Fleet St EC4 


WANTED FOR PUBLICITY DEPART- 


MENT of Scientific instrument makers, 
North London l Young General 
Assistant to help with copywriting, 
catalogue production, and general 
office duties Must be able to write 
clear English 2. Secretary-assistant 
capable of working on own initiative 
im an interesting variety of detailed 
jobs. Five-day week, canteen, super- 
annuation scheme. Please write, givin 
full details of experience, age an 
salary required, quoting ref, A22, to 
Personnel Officer, Hilger and Watts 
Lid., 98 St. Pancras Way. Camden 
Road, London, N.W.1 

LADY ARTIST required by printing 
rm. Must be good at lettering 
Write, stating age, experience and 
salary required, to N. Yeomans & 
Co., Ltd., 166 Hertford Rd., Entield 


COPYWRITER 


The person we are looking for 
should have had one or two years’ 
Agency experience, and be able to 
write strong selling copy for com- 
paratively small spaces. Cheerful 
working atmosphere. 


REID WALKER 
ADVERTISING LTD., 
Effingham House, 
Arundel Street, London, W.C.2 
"Phone: COVent Garden 2871. 


Phone your classifieds to WAT 3388 (Ex. 25) 


NOVEMBER 23, 1956 


APPOINTMENTS VACANT 


YOUNG COPYWRITER 


required by London technical pub- 
lishing house. An opportunity for a 
comparative newcomer with sufficient 
knowledge to produce straightforward 
writing for press advertisements and 
sales literature covering a varied range 
of Technical and semi-technical peri- 
odicals and books. A chance for a 
junior who will mot be averse to 
assisting, if necessary, in the general 
duties of a busy department, thereby 
gaining for himself experience over a 
wide field of publicity. Please apply to 


Box 4998 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG EXPERIENCED ADVER- 
TISEMENT CLERK wanted i 
London office of provincial news- 
paper One who has completed 
National Service Deal with orders 
and copies State age and salary 
required 


Box 5020 Ad. Weekly 180 Fleet St C4 


SINDALL & BAKER 


need a first class 


PRODUCTION MANAGER 


to take control of expansion programme 
in display and Exhibition work 
Applicant must be capable of con- 
trolling all aspects of the job from the 


first visual to finished product. Salary 
will be implemented by a bonus 
based on profits earned by this 
Department. 


SINDALL & BAKER 
(PUBLICITY) LTD., 
Brightwell Road, WATFORD, Herts. 


REPRESENTATIVE required by screen 
printers and publicity studios. Wide 
scope for keen man with knowledge 
of the industry. Telephone TER 0968 

ADVERTISEMENT REPRESENTA- 
TIVE TRAINEE, Ano opportunity for 
a young man about 20 to enter a 
Trade and Technica! Publishing House 
where he will receive initial training 
before starting a space selling career. 
Full details to P.D 
Box 5029 Ad. Weekly 180 Pleet St BC4 


PRODUCTION MAN 


A young expanding London agency 
is looking for a keen energetic 
production man, about 24, ex- 
perienced in all branches of agency 
production work. The position 
offers ample scope for initiative 
and personal progress and the 
selected candidate will have every 
encouragement to succeed in life. 
Fullest details in confidence to 


Box 5035 
Advertiser's Weekly 180 Fleet St €C4 


SPACE SALESMAN required for York- 


shire Only experienced men or 
women need apply having good con- 
nections with agents, industry and 
textiles for well-established publica 
tions of high repute. Renewals wil! 
be passed over. Commission only 


Write 
Box 5022 Ad. Weekly 180 Fleet St FC4 


COPYWRITER 


required by leading London Peri- 
odical Publishing House. Young 
man or woman with at least 4/5 
years’. sound copywriting experi- 
ence. Write fully stating age, 
experience and salary required to 


Box 4887 
Advertiser's Weekly 180 Fleet St EC4 
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CLASSIFIED ADVERTISEMENTS | 
Bserovrvenss wane] 


ART EDITOR 


wanted 


for popular national photogravure 
weekly. Good opportunity for young 
man. Write fully : 


Box 5036 
Advertiser's Weekly 180 Fleet St €C4 


PROGRESSIVE LONDON PRINTERS 
offer the post of General Manager. 
Only “‘Practical,”"” keen, experienced 
(under 42) need apply. Good salary 
and future for man not afraid of 
of really hard work and responsibility. 
Send full particulars to 
Box 5005 Ad. Weekly 180 Fleet St BC4 

L.T.¥. An opportunity to join one of 
the London Programme ae ye 
The work concerns the schedu 2 


advertisements and requires a 
Box 5000 Ad. Weekly 180 Fleet St EC4 


standard of clerical ability. 


POINT OF SALE AND 
EXHIBITION SPECIALISTS 
LONDON DISTRICT 
REQUIRE 


SALES EXECUTIVE 


WITH CONNECTIONS. 
First-class opportunity with expanding 
company, write in strict confidence, 
stating age, experience, terms, etc., to 
Managing Director. 

Box 4948 
Advertiser's Weekly 180 Fleet St €C4 


YOUNG male or female Production 
Assistant required. 5-day week. Hours 
9-5 Luncheon vouchers. Tele- 
phone or write to The Advertising 
Manager, Percy Jones (Twinlock) Ltd., 
Chansitor House, Chancery Lane, 
coaen, W.C.2, Telephone: Chancery 

EXPERIENCED GENERAL ARTIST 
needed for progressive studio. Write, 
giving details and salary required, 
Box 5038 Ad. Weekly 180 Fleet St EC4 


DIRECT MAIL ASSISTANT 


A woman required, experienced in main- 
taining mailing lists and able to take charge 
of a smal! Direct Mail section of a Publicity 
Dept. Write, stating age, experience, 
salary required to 


Box 5028 
Advere,ser's Weekly 180 Fieet St EC4 


APPOINTMENTS WANTED 


PUBLISHERS, Circulation Manager or 
Position leading to such. Experienced 
books, periodicals, direction and con- 
trol of sales representatives and 
general administration. 

Box 4996 Ad. Weekly 180 Fleet St EC4 


LETTERING ARTIST (P), 3 years’ 
exp. Canada, secks position with 
opportunities in progressive studio. 
__Box 5016 Ad. Weekly 180 Fleet St EC4 
DISPLAY STANDS. Advertiser with 
established connections wishes to con- 
tact manufacturers (metal, wood or 
plastic) with view to representing 
them (London area) on cx issi 


“HAND - PICKED” SECRETARIES 
available. The Wigmore Agency, 67 
Wigmore St., W.1. HUNter 9951/2/3. 


YOUNG ADVERTISEMENT REPRE- 
SENTATIVE, cleven years in adver- 
tising, seeks position where experience, 
ability, unbounding energy and good 
humour is required. Southern pro- 
vince move considered. Please write 
Box 5019 Ad. Weekly 180 Pieet St BC4 

QUALIFIED TECHNICAL ILLUS. 
TRATOR of good education and 
sound experience, capable of compli- 
cated breakdowns of intricate 
mechanisms in accurate perspective 
from makers’ prints, and _ first-class 
finished art work in line H-tone or 
colour, combined with knowledge of 
print and production and ability to 
write technical copy, seeks responsible 
situation with genuine prospects. 
Box 5032 Ad, Weekly 180 Fleet St BC4 


YOU'RE MISSING MUCH .... 
if you miss this opportunity. 


Advertising Manager, P.R.O. Man, Sries 
Manager, Account Executive and Art 
Director (all rolled into one) Requires 
position with worthwhile future. 

IT'S SO EASY TO WRITE 


Box 5008 
Advertiser's Weekly 180 Fleet St EC4 


PRINT. Who wants typographer to 
produce work to most exacting 
standards? 
Box 5034 Ad. Weekly 180 Ficet St BC4 


VISUALISER/ DESIGNER, 
years’ first-class agency experience 
on major national accounts, seeks 
responsible position. 

Box 4997 Ad. Weekly 180 Fleet St BC4 


with ten 


COPYWRITER, ACCOUNT EXECU- 
TIVE, ADVERTISING MANAGER 
wants to settle campaign and smile. 
20 years a D.A.A. 

Box 5001 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED AGENCY TYPO- 
GRAPHER and qualified compositor 
secks new post. 

Box 5004 Ad. Weekly 180 Fleet St BC4 

ADVERTISING MAN, age 28, f 
experienced accounts executive wit 
10 years in all branches, at present 
resident in West Riding, secks suit- 
able post. Advertising Manager or 
space selling considered. or full 
details apply 
Box 5014 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


ADVERTISING AND CONTRACTING 
section of Publishing Business for sale. 
Considerable orders in hand, lucrative 
proposition. Sole reason for sale 
increasing pressure of work on pub- 
lishing side of business. Bargain for 
quick sale £2,000. Principals only. 
Box 5037 Ad, Weekly 180 Fleet St BC4 


SPACE SELLING ORGANISATION 
with = one further publica- 
tion would interested to hear from 
publishers with reasonable proposition. 
Box 5039 Ad. Weekly 180 Fleet St EC4 


basis. 
Box 5017 Ad. Weekly 180 Fleet St EC4 


SILK SCREEN ARTIST-DESIGNER 
(30), public school background, widely 
travelled, with 12 years’ practical and 
executive experience in trade, seeks 
position with company offering re- 
sponsibility and scope. 

Box 5042 Ad. Weekly 180 Fleet St BC4 

EXPERIENCED PUBLIC RELATIONS 
OFFICER, intelligent young business- 
woman, wide knowledge fashion, 
travel, excellent Press, Radio and TV 
contacts, desires change. 

Box 5041 Ad. Weekly 180 Fleet St EC4 

ENERGETIC ACCOUNT EXECUTIVE 
(26) having wide experience of adver- 
tising and publicity on both mechani- 


cal and contact side, at present 
Stagnated in unsuitable job, seeks 
responsible position, preferably in 
agency, 


Box 5040 Ad, Weekly 180 Fleet St BC4 


Phone 


MARKET RESEARCH 


Field work, tabulation and reports of 
all kinds undertaken 
Consumer Research Ltd., 
54, Great Mariborough Street 
w.l. 
GERRARD 0068 


MEDIUM SIZED, LONG-ESTAB- 
LISHED, WEST END AGENCY, 
with full facilities for giving first- 
class service to a considerable number 
of extra accounts, is prepared to dis- 
cuss arrangements with principals con- 
sidering retirement who wish to enjoy 
a permanent income from personal 
accounts without the detail worry. 
Please write to Principal, to arrange 
strictly confidential meeting. 

Box 4968 Ad. Weekly 180 Fleet St EC4 


THE POWER OF DIRECT MAIL can 
be proved for as little as £50. Jacob- 
son Advertising Lid., 3 Racquet 
Court, E.C.4. (FLE 0760.). 


STUDIO SEEKS ACCOMMODATION 
with Agency at modest rental. Com- 
te creative and production service 
including copy. Some space to place. 
Box 4994 Ad. Weekly 180 Fleet St BC4 


DEEP GLOSS Metal-Glazed Showcards, 
another production of Dispro, 
Laminators, are less expensive and of 


higher wality gloss. Increasingly 
used by leading advertisers. Ask for 
specimen and estimate, Dispro Ltd., 
36/38 Peckham Road, S.E.5. Tel.: 


RODney 7171 (6 lines). 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality Biack-and~- White and 
Colour photo litho. 

GOTHIC PRESS LIMITED 
Euston 5645. 42 Osnaburgh Street 


(Opposite Gt. Portland Sc. Station) 


PART-TIME REPRESENTATIVE, who 


blication, 
x 5021 Ad. Weekly 180 Fleet St BC4 


“INDIAN ELECTRICAL NEWS,” 18 
Second Fophalwadi, Bombay-2 (India) 
invites applications from Advertising 
Agencies in all parts of the world for 
representation. This is a monthly 
magazine on Electrical Trade and 
Industry. 


OPPORTUNITY OCCURS for small 
agent or consultant to acquire attrac- 
tive office (self-contained) within 
growing West End Agency which can 
offer Creative, Studio, Production, 
Space Buying and reception facilities 
if required. Write 
Box 5010 Ad. Weekly 180 Fleet St BC4 


PERIODICAL PRINTERS, London 
area, can undertake additiona! journals 
up to 10,000 runs, weekly or monthly. 
Lino setting. Letterpress only to 

d size, wire stitched. 

Queries treated strictest confidence. 

Box 5018 Ad. Weekly 180 Fleet St BC4 


FREE- LANCE SERVICES 


EXPERIENCED FREE LANCE secks 
working arrangement with Agency or 


t 10. 
Box 4837 Ad. Weekly 180 Fleet St BC4 


STARVING YOUNG GENIUS, un- 
recognised yet, offers his comic draw- 
ing and cartooning ability to you. 
Box 5002 Ad. Weekly 180 Fleet St BC4 


TECHNICAL 
COPY 


1. Writer, with long experience (in- 
cluding top-level contact) in the 
electronics and general engineering 
fields, can accept briefs for ad- 
vertising campaigns, booklets, etc. 

Copy only, copy and visuals or 
complete planning from policy to 
production. 

2. I am entirely independent of any 
firm or organisation. 

3. My services are costly, but it has 
never been said that they are too 
costly. 

4. My clients are given first-class 
service and all transactions are 
treated in the strictest confidence, 


Telephone: 
FLEet Street 4438 
Ext. 4 


COPY THAT SELLS. Free-lance. 


ADVERTISER’S WEEKLY 


FREE LANCE SERVICES 


pen, to produce arresting 
ideas and compelling copy for radio, 
press or direct mail Smoothly per- 


suasive or sharply practical as re- 
quired, it is widely travelled and has 
written copy for some of the biggest 
in advertising. Its job is to 

sell, and frankly, it’s good at it. Can 
use it on a free-lance or Part-time 


is? 
Box 5031 Ad. Weekly 180 Fleet St EC4 


TECHNICAL PUBLICATIONS AND 


PUBLICITY from original 


copy to 
final printed job, including original 
artwork. Consult Raymond J. Little 


& Co. Ltd., 32 Kings Road, W 
den Green, London, N.W.10 


me free—up to 100 words. 


c/o Thurston Thrower, Business 
yy ee Cliffords Inn, Fleet Street, 


Test 
C., 


SALES AND WANTS 


Scrap blocks, 
zincos, stereos or 
Cash on collection. 
14 Theberton Street, 
CANonbury 1683, 


MISCELLANEOUS 


copper, 

type. 
J. Luck Ltd., 
London, We 


and 
No commission 
(established 


unless its. Brilegal (establi 
1919), 80 Leeds Road, Bradford. 1. 


PIN-UPS AND STOCK HEADS for 


Advertising. For particulars of studio 
facilities, fashion photographs and 
over 1,600 available models (including 


coloured pe ) contact Philip 
Goth otographs Ltd., 24 Kensing- 
—.5 b Street, W.8. (Western 


| ACCOMMODATION 


PICCADILLY AGENCY has space for 


two free lance artists. An outstanding 
visualiser especially welcome, Work 
available. 

Box 4945 Ad. Weekly 180 Fleet St EC4 


PRINTERS 


FIRST CLASS PUBLICATION. 


re to obtain the printing 
monthly publication 
and half-tone printi 
quality is essential. uiries treated 
in confidence to G. F, Tomkin Ltd., 
Printers, 501-5 Grove Green Road, 
Leytonstone, E.11. Telephone: LEY- 
tonstone 1164-5-6, 


SPECIAL ANNOUNCEMENTS 


See this week’s issue of AD 
VERTISER'’S WEEKLY, pages 62, 
63, 64 and 65, for the Services 
& Supplies Feature. 

December 21 will be the 


next issue containing this 
Feature. 


See November 9 issue of 
ADVERTISER'S WEEKLY, pages 
70,71 and 72, for the Monthly 
Register of Trade and 
Specialist Publications Section. 

December 14 will be the 


next issue containing this 
register. 


your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER’S WEEKLY 


OVER 


£80,000 won 


| council 


OF BUSINESS ENQUIRIES 


from One Issue 


OFFICE EQUIPMENT 


NEWws / 


S enquiries for a Dictation exchange 
| Zenquiries for a Staff location System 7 
8 enquiries for an over-printing machine o 
30 enquiries for a Photo-mechanical unit 
Zenquiries for a Duplicator 
| 2 enquiries for a Duplicator 
27 enquiries for a Copier 
4 enquiries for a Calculator 
6 enquiries for a Calculator 
23 enquiries for a Folding Machine 
23 enquiries for a Duplicator 
27 enquiries for a Photocopier 
6 enquiries for a Calculator 0 
30 enquiries for a Duplicator = 


and other miscellaneous enquiries totalling a 
further £20,000. 


costing £1,750 


£1,500 
£1,375 


£ 


é 
£ 
é 
é 
é 
é 
£ 
£ 
£ 
é 


195 
156 
110 
106 
100 

95 


90 
85 
80 
60 
59 


All these enquiries were actually received by our Reader 
Service Department from the October issue of Orrice 
Equipment News, quite apart from all those which went 


direct to the suppliers. 


Here’s proof that OFrrice 


Equipment News really reaches, is read by and sells to 


the people who buy Office Equipment, proof that 


—YOU TOO CAN SELL OFFICE EQUIPMENT 


THROUGH 


Guaranteed 
Controlled 


Circulation | 


30,000 
MONTHLY 
(A.B.C. 


membership | 


applied for) 


09/119 WATERLOO Rd. S.E.! 


Telephone WATerioo 3388 (20 lines) _ 


| Nye, 


NoveMBER 23, 1956 


— STOP PRESS — 


LORD LUKE IS RE-ELECTED BY AA 


Lord Luke is again 

the Advertising Associa 

mee on 
afternoon, all 
elected, with one exception: Harold 
Boulter (of Sheffield) succeeds W. R. 
Balch as chairman of the Club 
Development Committee. 

At AA annual meeting earlier it 
was announced that the following 
had been elected for the next three 
years to fill the 16 vacancies on the 


Clive Barwell, J. H. Brebner, 
William EE. Davies, Barrington 
Hooper, A. Everett Jones, G. K. 
LeFevre, Cecil D. Notley, Hubert A. 
am ee G. R. Po John Ross- 
wic’ . &. Rey W. Ewart 
Rumble, W. T. Stevens, Wm. C. 
Thielé, C. W. V. Truefitt, George 
Warden. 

Messrs Barwell, Davies, Rosswick, 
and Stevens are new members. 

At the annual dinner Lord 


BBC talks on ‘Are 


Three talks with the general title 
“Advertising—Is It Worth It?” are 
to be broadcast in the Third Pro- 

e on Saturdays, December 1, 

and 15, followed by a discussion 
on Wednesday, December 19. They 
will deal with the subject trom 
various economic and sociological 


the first talk economist 


| council: 


C. A. R. Crosland will examine the 


national outlay on advertising and 
consider how far it can be justified 
on economic grounds. Then Mark 


| Abrams will look at the subject trom 


the point of view of the consumer. 
Lastly, Daniel Bell, Professor of 
Sociology at Columbia University, 
will use his experience of a 
in the United States to consider its 


| impact on society. 


three will meet G. Vernon 
for a joint discussion on 
ber 19 on some of the points 
raised in the talks. 

Lt. Col. Wentworth Schofield, 
Conservative MP for Rochdale, is 
to introduce as a private member's 


bill the Advertisers (Hire Purchase) 


Bill. Principal object will be to 


| require advertisers of goods offered 
| on hire p 


agreements to give 
in the — full details of 
the terms they offer. 

The merchandising committee of 
the Drapers’ Chamber of Trade has 
told its executive council that the 
advertising of goods not a dis- 
tributed is “damaging to the Seed. 
will of the manufacturer and the 
retailer.” 

The committee says: 

“We have received serious com- 
plaints from members that manufac- 
turers of branded goods frequently 
indulge in advertising campaigns in 
the national press when they are not 
in a position to complete delivcries 
to retailers. Sometimes they quote 
the names of particular retailers as 
stockists, although they have not 


| fulfilled the orders which they have 
placed. 


“No doubt on occasion, manu- 
facturers are surprised by the suc- 
cess of their own wn A wl but 
this is by no means always the true 
explanation. 

e believe that some manufac- 


Mackintosh presented the Mackin- 
tosh Medal—for “personal and 
public service on behalf of adver- 
tising”—to Andrew Milne. 

Lord Mackintosh read citation, 
which said that since he had first 
come into advertising, Mr. Milne 
had given “unsparingly of his great 
gifts of enthusiasm, friendliness, 
patience, and organising ability to 
the development of mutual under- 
standing and regard between the 
people engaged in advertising.” 

After listing Mr Milne’s many 
distinctions and offices in advertis- 
ing, the citation said that his career 
afforded “ample witness to a record 
of ring effort and_ solid 
achievement for the good of adver- 


Andrew Milne in the affections of 
his colleagues.” 


(Full report and pictures next week.) 


ads worth-while?’ 


turers in their anxiety to avoid com- 
mercial risks do not put their goods 
into production sufficiently early to 
enable retailers to meet the demand 
which advertising creates.” 


Evening meeting of tire Coventry 
Association 


oo NANG Agnes ata 


meeting 
Stewards that = Stewards paid 


The annual report for 1955 had 
shown that NABS spent just over 
£20,000 on benevolence during the 

. Appeal — for 
same period amounted by 
“a very small] margin,” 

General Mrs I, M. Ure, 

= & yn +- * how 

main Ap; was organ 
ised. Eh ~~ were invited from 
the Stewards. 

Lord Mackintosh, who was intro- 
= by W. Messenger, ~~ at 


cident ident, ‘Lord Luke, who is ‘s 


Luke, who is in 
Me Co Ja Hate Co 


In addition she will supervise press 
advertising and md public relations. 


Unconfirmed reports f' Fleet 
Street as we went to press suggested 
that some home mills might have to 
make cuts in paper deliveries owing 
to effect of fuel —— on pro- 
ductive capacity. A spokesman of 
one mill said: “Our deliveries are 
being maintained and we hope to 
continue to maintain them.” 


Printed by St. "Clements Press Limited, Portugal Street, 


registered offices: 


Advertisement, Editorial and Sales 


Kingsway, 


Lon 
180 Fleet Street, London, E.C. 4, England (Waterloo 3388). 


Mercury House, 109-119 Waterloo Road, 
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Business Publications Limited, 
London, S.E.1 (Waterloo 3388). 
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